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A  Newspaper  for  Makers  of  Newspapers  •  NEW  YORK 

FOUNDED  IN  1884  ISSUED  EVERY  SATURDAY 


DITOR  &  PUBLISHER 


eads  And  Text  Loop-the-Loop 
nd  Readers  Flock  To  Watch 


paper.  From  day  to  day  we  adapt 
ourselves  to  conditions.” 

Picture  Ed.  Sits  at  City  Desk 

Stress  is  placed  on  picture  editing 
and  a  copy  desk  has  been  established 
to  handle  pictures  in  much  the 
same  manner  that  printed  copy  is 
handled. 

The  chief  picture  editor  sits  at  the 
city  desk  and  has  charge  of  the  pho¬ 
tographic  department  as  well  as  the 
picture  copy  de.sk. 

Much  of  the  telegraph  copy  is  care¬ 
fully  rewritten  and  background  pro¬ 
vided.  The  various  complicated  situ¬ 
ations  of  the  war  are  thrown  together 
in  one  story  with  subdivisions  desig¬ 
nated  for  each  field. 

Maps  are  used  extensively.  This 
aids  in  placing  related  news  together 
and  makes  its  easy  for  the  reader  to 
grasp  the  entire  situation. 

War  news  is  often  rewritten  in  much 
the  fashion  that  a  person  would  tell  a 
friend  of  developments — it  is  written 
in  ‘‘letter  to  a  friend”  style  and  both 
the  text  and  headlines  are  written  in 
a  living  language. 

The  situations  in  each  country  are 
reported  in  bold  stroke  fashion  with 
emphasis  on  interesting  detail  and 
background  instead  of  half-mile  gains 
here  and  there  around  some  town  with 
a  name  that  frightens  readers  off. 

We  start  each  situation  with  a  cap 
line  SPAIN — then  mop  up  on  the  sit¬ 
uation  there — then  go  to  CZECHO¬ 
SLOVAKIA,  etc. 

In  other  words  we  tell  the  world 
situation  briefly  just  as  we  would  tell 
a  friend  we  met  on  the  street  who  is 
interested  in  what  the  war  and  world 
developments  are. 

In  describing  the  new  Chinese 
fighting  technique  referred  to  recently 
in  di.spatches  as  hitting  and  running, 
we  used  a  line  over  the  Page  One 
logotype: 

New  Cliineae  Proverb — He  who 
fights  and  runs  away — lives  to  fight 
another  day. 

Street  sales  reflected  the  interest  of 
the  public. 

"Are  Roosevelt-Garncr  Pf-f-t?" 

On  the  reports  of  Roosevelt  and 
Garner  differences  of  opinion,  our 
overline  was 

“Are  Roosevelt  and  Gamer  Pf-f-t 
and  Reno  Bound.” 

Whenever  a  personality  comes  into 
the  limelight,  we  tell  the  interesting 
details  about  him  right  along  with  the 
story.  Does  he  drink,  smoke — take 
cold  baths  before  breakfast,  etc.?  In 
this  way  we  sell  the  heavyweight 
news. 

A  large  elevator  burned  the  other 
day.  We  put  the  picture  on  Page  1 
with  the  picture  story  of  the  fire  and 
put  the  regular  Page  1  on  Page  3. 

There  is  one  thing,  however,  that 
we  are  careful  to  do. 

We  are  careful  to  give  our  readers 
the  most  understandable  (not  the 
longest)  coverage  of  important  news. 

W'e  display  it  well,  are  careful  to 
get  a  selling  headline,  break  up  the 
type  and  use  10-pt.  type  or  larger 
whenever  warranted. 

When  it  comes  to  the  matter  of  put¬ 
ting  a  story  in  agate  or  leaving  it  out, 
we  are  moving  toward  the  policy  of 
leaving  it  out. 

If  it’s  important  enough  to  print,  it’s 


Minneapolis  Star  Tries  Something  New  Every 
Day  in  Writing,  Pictures  and  Type  and  Gains 
Circulation  .  .  .  Editor  Tells  How  It  Is  Done 
By  BASIL  L.  WALTERS 

EDITOR,  MINNEAPOLIS  STAR 


ICTUALLY  WHAT 


we  are  trying 
to  do  on  the  Star  is  to  put  into 
pctice  as  rapidly  as  possible  the 
practices  r  e  c  - 

Sommended  b  y 
Dr,  George  Gal¬ 
lup  as  a  result 
of  his  extensive 
surveys  of  what 
people  read  and 
why. 

We  started  out 
here  to  build  a 
newspaper  along 
Gallup  lines 
about  two  years 
and  a  half  ago. 
The  circulation 
results  were 
From  80,000  the  circula- 


FOR  SOME  TIME  we  have  been  hearing  of  the  unorthodox  but  'ales-compelling 
headline,  text  type  and  picture  technique  being  used  by  Minneapolis  Star. 
Rigid  style  rules  have  been  thrown  out  the  window.  Each  major  story  and  most 
features  are  considered  as  separate  entities  and  every  effort  made  to  evolve 
something  new  in  headlines  and  pictures.  The  various  paragraphs  of  a  story 
may  be  set  in  several  type  styles,  including  light  and  bold  italic.  Inside  pages 
also  get  special  treatment.  Reporters  are  urged  to  get  away  vrom  "Who, 
What,  Where?"  and  write  as  their  fancy  dictates.  Since  the  plan  was  put  in 
effect  the  Star  has  gone  from  80,000  cii eolation  to  140,000.  Details  of  how  it  is 
done,  how  the  copy  desk,  picture  edito's  and  composing  room  cooperate,  are 
told  herewith  by  Basil  L.  Walters,  editor  of  the  Star. 


slot  man  gives  the  head  order  on  the  "Star  headlines  are  different  (and 
run  of  the  mill  material,  but  if  a  bet-  we  think  better)  because  there  are  no 
ter  head  can  be  evolved  in  a  little  hard  and  fast,  rigid  rules  handed  down 
different  type,  it’s  usually  all  right.  from  the  days  of  the  founding  of  the 


Basil  L.  Walters 


Mrs.  Robin  Has  T wins 


:e  price  up  to  15  cents  for  six  issues 
carrier  and  $6  a  year  by  mail.  We 
anticipated  considerable  drop  in 
tis  circulation,  which  totaled  63,030 
bt  at  the  end  of  six  weeks  the  circu- 
bion  in  the  area  where  the  increase 
>as  put  into  effect  is  down  only  120 
l.pies  daily.  This  rather  phenomenal 
t  nmiistration  has  further  convinced 
t  that  we  are  on  the  right  track. 

Rigid  Head  Style  Discarded 
In  each  day's  paper  we  aim  at  flex- 
Mity  and  originality  in  headline,  text 
ra  illustration.  . . 


The  Minneapolis  Star 


WAVY  HAIR 


uaf  FMOTTO  Uerfa>  Day’  MIO  ttlKS 

FWUSIUIN  R«II> 

»SS»UlTC»a  iMsiitufmj 


Muzzle  All  Dogs 
by  Next  Friday, 
Decree  for  City 

Thk  Dog  Want  Mod  Mill  S  SPK  »D 
lEtllft  tflfO 
17  IK  BITTEN 


MAYOR,  GRID  STARS 
'WERE  EARLY  CONVERTS 


The  burden  falls  on 
r.e  copy  and  picture  editors,  and  I  will 
[Jote  Bill  Bade  of  the  copy  desk  on 
bt  part  of  the  work.  He  says: 

"Everybody  on  the  Star  has  a  hand 
f  the  type  of  paper  we  are  working 


"Rim  men  on  the  copy  desk  write  a 
■adiine,  then  scan  the  type  chart  to 
■e  what  it  will  fit  in,  with  an  eye  to 
pe  contrast  and  harmony.  In  many 
the  composing  room  is  consulted 
:or  that  is  the  place  to  learn  about 
pe)  and  the  most  enthusiastic  men 
:out  the  unique  type  displays  are 
b'se  in  the  composing  room. 

"The  whole  thing  is  taken  as  a  lot  of 
“•1  -whistle  while  you  work. 
“Actually,  because  of  the  complete 
t'jpei.ition  of  the  composing  room 
I'd  the  enthusiasm  these  men  are 
Etting  into  the  ‘laboratory  work’  of 
i  'rki:.g  out  something  new  in  news- 
►pc; ',  the  costs  have  not  risen  as  a 
^ 'j1i  of  the  experiments. 

I  Copy  readers  arc  urged  to  try 
t  ael;  ing  new.  But  the  rule  is  that 


Report!  Conflict  as 
to  Dictators'  Views 


MSTWSCiKF 

FldlTMCMt 


SflBBlUIGN 

1S3BANNEES 


mtmam 

FMIlMiAN 


K^iTTmc 
r«4‘l(>4.NT  AMO 
ATTTsf^V  Wfi> 


IMTHKITNtS 

DKTOTBBFFIC 


MIA  THU  FOR  THE  WEEK 


Politics,  Spain,  China,  ail  the  old-top-head  standbys,  were  ditched  when  Mrs.  Robin  had 
twins,  with  pictures  to  prove  it.  "Muzzle  all  dogs"  is  the  lead  story  at  right  and  wavy 
hair  takes  left  hand  top  position. 


} 
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'Hwu^^  wHatyot,  ahidJkaf/m^/yeii^ 


HOW  BIG  IS  A  BILLION? 


HEirS  HOW  ONE  MAN  USED  HIS  (tMCU 
TO  nOOIE  OUT  HOW  MUCH  IS  A  IlLUON 

- - 


The  Minneapolis  Star 


lECOVEIT  lEABEI' 


ROOSEVUT'S  i 
OWN  STORY  i 


CHINESE  IWFUCT- 


MAJOR  JAP  DEFEAT! 


il.S.NSEItyER 
SITS  FIGHIINC 
IS  DESPEIIITE 


Youth  Who  Fought  Over  Girl  Dead 

MD WILKE  REBELS  REACH  SEA;  SPUT  SPAIN  P.JicTrK, 
REMtlll  NIK  ‘  .  New  OuTJt  in 

ITCOMPIWM  '  ,  Rnw'nlW.h 


HEART  BALM  DEFENDANT 


800  PEOPLE 


Permanent  Permanent  h 
Apparently  Permanent! 


City  Holds  Ohsercance  of  48  OR  56? 
Vear's  Most  Solemn  Day 


700  WAVES 

WHiwwi — • — C»wplaiii 


KHIRE  WTE 
CONTtWES  WH 


WEITNEUlIli 
NtEWTS  lift 


Ruthinu  Sewtr  Oragged 
for  Boy  Mttting  2  Dayi 

inrittssESio 
TTLlOfRlSE 
till  iccwm  • 


Eil.ll  IQ  ISl 
US.  BOW  III 


MFIIITDKSOE 

iifmuiMiiiis 


BfUTlSU  FtlB 

Palmer  Trial  to  Start  WOSIL 
May  16  Without  Fail  ■  ■  ■* 


V  andaU  Steal  New  Car,  Go  Joyriding,  Leap  Out  and  Let  It  Crash 


but  thrown  up  in  big  type,  with  facsimile  That  new  lifetime  hair  wave  gave  the  Star  desk  men  a  chance  to  break  out  some  fancy 
t.  At  left  a  question  and  answer  feature  script  type  and  splash  it  across  the  top  of  the  page.  Close  study  of  the  text  of  storin 
pending  program.  will  show  how  they  are  broken  up  with  star  dashes  and  various  sizes  of  light  and  bold. 

sales  on  that  edition  to  any  great  ex-  through  the  pages,  we  strive  to  get  rapher  who  sits  in  an  office  just  off  the 
tent.  And  so  we  now  are  about  de-  traffic  up  and  down  the  pages  by  for-  city  editor’s  desk  take  down  the  story 
cided  that  Dr.  Gallup’s  conclusions  getting  the  old  printing  rule  of  put-  as  the  reporter  told  it  to  the  city  edr- 
and  findings  on  markets  were  correct,  ting  art  and  big  heads  at  top  of  the  tor.  When  transcribed,  the  reportet 
In  fact  the  trend  throughout  the  page  and  coming  down  gradually  to  merely  checks  up  on  the  facts  ansi 
country  seems  to  be  coming  to  a  dif-  smaller  heads  lower  in  the  page.  often  we  have  an  outstanding  story, 

ferent  and  less  complete  treatment  We  deliberately  dummy  black  heads  matter  of  taking  the  world  oil 

of  market  tables,  dosen’t  it?  and  art  in  the  middle  of  inside  pages  shoulders  of  newspaper  foi,  oi 

Every  page  is  dummied  by  the  news  and  at  the  bottom  in  order  to  create  relieving  them  of  “writing  fright”  and 
editor.  We  start  in  the  morning  put-  eye  traffic  right  past  and  into  the  ads  tightness,  is  a  goal, 
ting  away  on  inside  pages  the  best  that  appear  on  the  page.  heard  about  the  setting  up 

stories  available  instead  of  holding  The  results  that  even  small  space  exercise  for  writers  haven  t  you.  ^ 
everything  for  Page  1.  advertisers  are  getting  out  of  some  of  f®llow  just  sits  down  at  a  typewrite. 

We  have  found  that  Page  1  usually  these  pages  is  an  indication  to  us  that  looks  around  and  keeps  writing  any 
takes  care  of  itself  pretty  well  in  the  j)i._  Gallup  is  right  in  this  observation  tiring  that  comes  into  his  mu''. 
last  hour.  also.  Sounds  crazy,  but  it  works. 

This  also  fits  in  with  Dr.  Gallup's  Write  as  You  Tolk  thing  we  are  doing  is  n^‘ 

speech  before  the  Audit  Bureau  of  On  the  local  we  are  trying  to  get  re-  ° 

Circulations  last  year  in  which  he  porters  to  write  their  stories  more  in  ^  °  y  e^  en  ire  s  p. 

said,  “I  believe  that  traffic  through  the  the  way  they  talk.  We're  forgetting  ‘D^NX/ii'rpp  piIMTFQ  FIRST 
pages  of  a  paper  are  as  essential  as  the  the  rules  of  who-what-why,  etc.,  in  DVJW/iltin  n/\JNJVO 
circulation  to  an  advertiser.”  leads  when  necessary.  We  got  mar-  With  acquisition  by  Bowater  s  Pal* 


'No  Stuffed  Shirts' 


COOPERATION  of  the  entire  staff 
is  the  spearhead  of  the  Minne¬ 
apolis  Star's  drive  to  put  out  a  "dif¬ 
ferent"  and  more  readable  news¬ 
paper. 

Writing  to  Editor  &  Publisher, 
Editor  Walters  said: 

"There  are  no  stuffed  shirts  on 
the  staff  here.  The  editor  sits  on  the 
copy  desk  and  the  managing  editor 
sits  on  the  city  desk. 

"We're  all  having  a  whale  of  a 
lot  of  fun." 


ing  orator  of  driving  home  one  new 
and  interesting  point,  and  then  sit¬ 
ting  down. 

The  flexibility  of  voice  of  the  orator 
are  provided  by  various  sizes  of  type, 
star  dashes,  leads,  etc. 

Emphasis  has  been  taken  from  mar¬ 
ket  tables,  although  approximately  a 
column  and  a  half  of  tabular  material 
is  used,  and  care  is  taken  to  indicate 
trends. 

We  had  originally  intended  to  use 
full  market  tables  when  we  passed  the 
100,000  circulation  mark  but  we  sailed 
past  that  so  rapidly  that  even  the  cir¬ 
culation  department  doesn’t  even 
mention  market  tables  any  more. 

The  fact  we  do  not  have  column 
upon  column  of  tables  in  the  street 
final  apparently  hasn’t  affected  our 


RFC  NEWSPRINT  LOAN 

D.  C.,  May  17-On. 


'  Washington,-.  . 

V  ■  :  V»  -  I>7.  ^  “"j  one  application  for  funds  to  creaB- 

.....J  newsprint  industry  utilizing  souther^ 

)r  ’  •  ‘  I"  P'R  slash  pine  has  been  presented  to  -'. 

X^buuwneatiti.  "  -  •'  '.  *!■*  '  ‘  RFC,  although  operators  in  that 

-44  are  eligible  to  apply  for  aid  on 

^  ;;  y  'l  ’  cr‘r  ~4rSr  same  basis  as  other  business  grov 

n  _ —  RFC  made  a  commitment  of  "not' 

I  SUt—  exceed  $3,400,000”  to  Southern 

- -  - - - ^ -  Company  of  Lufkin,  Tex., 

Samples  of  inside  page  treatment  intended  to  create  traffic  up  and  down  the  pages.  months  ago. 
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orn  in*  AXXI  AI. 

lument  Shirt  Sale 


Full  page  copy  being  used  today  by  Washington  Star's  50-year  advertisers. 


Newspaper  Ads  Used  Every  Day 
For  50  Years  by  Three  Shops 


Fourth  Department  Store  Hasn't  Missed  Daily 
Copy  in  Washington  Star  in  48  Years  . . . 

Big  Returns  from  Dailies  Cited 
By  lAMES  J.  BUTLER 


WASHINGTON,  D.  C. 


May  19 — By  not  the  type  which  advertise  only  increasing — the  business  norm;  and 
making  new  friends  but  keeping  the  spasmodically,  but  those  which  budget  upturns  in  sales  have  been  ac- 
Otd,  the  Washington  Evening  Star  has  their  promotion  funds  and  place  copy  companied  by  increased  advertising 

_ _ managed  to  lead  consistently,  even  though  perhaps 

I  '  newspapers 

■  the  nation 


.  linage. 

of  limited  amounts.  W.  Richard  Harvey,  advertising 

_  _  in  The  Star’s  experience  has  shown  manager  for  Palais  Royal,  another  of 

total  advertising  convincingly  that  there  is  a  large  field  the  50-year  group,  considers  the  rea- 
linage  for  six  fo*"  linage  increase  in  the  so-called  sonableness  of  rates  charged  by  the 
consecutive  advertiser  group.  Mr.  Newbold  star  and  other  Washington  newspa- 

years.  convinced  the  Star  s  policy  of  main-  pers  as  one  reason  for  their  high 

This  enviable  fs^ning  rates  for  that  group  not  out  standing  point  of  linage.  Excellent 
position  can  be  proportion  to  those  fixed  for  large  cooperation  by  the  newspaper  business 
accounted  for,  in  advertisers  is  one  of  the  best  assur-  offices  is  another, 
part,  by  the  fact  results.  Palais  Royal  is  so  completely  “sold” 

that  the  Star  has  Comments  by  advertising  managers  ^  half-century’s  ex¬ 
clients  who  have  half-century  rec-  that  79%  of  its  budget  is  al- 

not  been  out  of  continuous  use  of  the  Star  purchase  of  space  in 

the  newspaper  add  up  to  one  observation:  newspaper  that  paper,  said  Mr.  Harvey.  Direct 
on  a  shopping  advertising  pays  for  itself  and  returns  supplement,  but  it  is 

half  a  century,  ®  large  margin  of  profit.  confined  largely  to  inserts  with  month- 

leside  that  of  a  75-Year  Record  ly  statements  of  charge  accounts, 

(mparatively  new  Lansburgh’s  is  perhaps  oldest  in  The  Palais  Royal  advertising  chief 
The  latter  group  point  of  continuous  advertising.  Its  believes  Washington  is  slightly  “over- 
t  of  sales  concen-  first  copy  ran  in  the  Star  nearly  75  newspapered” — five  dailies  in  a  city 
ars.  years  ago  and  hasn’t  missed  an  edition  of  approximately  600,000  population. 

in  the  intervening  years.  That  condition,  however,  has  resulted 

***'^*  Henry  M.  Voss,  Lansburgh’s  direc-  in  the  expenditure  of  enterprise  on  the 

of  the  Star  are  tor  of  publicity,  and  Richard  S.  Meyer,  part  of  the  dailies  to  increase  linage, 


netting  u? 
you?  A 
ypiewrite:, 
[ting  any- 
us  mine. 


*ith  the  paper  for  more  than  50  years, 
Wit  there  is  none  who  recalls  a  shop- 


■"ig  day  on  which  advertisements 
»ere  not  carried  for  Woodward  & 


1  that 
aid  on 
ess  grou;^ 
of  “not  'o 
aern  P*?*; 

X., 


semi-monthly.  Some  stores  concen¬ 
trate  promotional  work  in  the  days 
immediately  preceding  pay-day.  Not 
so  with  Palais  Royal.  One-day  sales 
are  rarely  advertised,  Mr.  Harvey  ex¬ 
plains,  because  experience  has  shown 
that  sales  volume  does  not  peak  in 
proportion  to  the  peaking  of  linage. 
Accurate  checks  likewise  have  shown, 
he  reports,  that  a  single  day’s  adver¬ 
tisement  exerts  at  least  a  three-day 
sales  “pull.” 

Made  Friday  Sales  Possible 

There  is  one  important  exception  to 
the  rule  against  one-day  specials,  and 
that  is  promotion  looking  to  “Friday 
sales.”  Over  a  period  of  half  a  cen¬ 
tury,  Washington  housewives  have 
been  educated  to  look  for  Friday  spe¬ 
cials,  and  department  stores  are  con¬ 
scious  of  a  definite  pick-up  on  that 
day,  one  which  they  believe  does  not 
detract  from  the  usual  Saturday  rush. 
Newspaper  advertising  has  made 
“Friday  sales”  possible,  Mr.  Harvey 
concedes. 

Woodward  &  Lothrop,  advertising 
for  58  years  continuously  in  the  Star, 
still  allocates  50%  of  its  promotion 
budget  to  that  newspaper,  spends  5% 
on  direct  mail,  and  spreads  the  re¬ 
maining  45%  among  the  four  other 
Washington  newspapers.  Radio  is  not 
used. 

This  company  has  the  largest  de¬ 
partment  store  sales  volume  in  the 
Capital  and  is  second  in  point  of  news¬ 
paper  linage.  Hecht  Company  leads. 

Interesting  to  students  of  advertis¬ 
ing  is  the  fact  that  S.  Walter  Wood¬ 
ward,  one  of  the  founders  of  the  busi¬ 
ness,  was  the  first  person  to  sign  a 
contract  with  a  Washington  news¬ 
paper  providing  the  privilege  of  daily 
change  of  copy. 

Advertisements  formerly  ran  for  at 
least  one  week  without  change  of 
composition. 

Sold  on  Newspaper  as  Media 

James  W.  Hardy,  advertising  man¬ 
ager  for  “Woodys,”  as  the  store  is 
known  to  shoppers  is,  as  the  distribu¬ 
tion  of  his  advertising  dollar  indicates, 
sold  on  the  effectiveness  of  newspaper 
space.  His  confidence  is  supported  by 
systematic  checks  made  of  sales  fol¬ 
lowing  each  day’s  copy.  Reports  are 
submitted  by  department  heads  show¬ 
ing  sales  of  featured  items  and  those  of 
commodities  not  mentioned  in  adver¬ 
tisements,  and  these  are  compared 
when  the  copy  is  changed  to  switch 
the  featured  items. 

Mr.  Hardy  speaks  words  of  counsel 
to  publishers  and  to  advertisers  as 
well. 

“The  more  a  newspaper  is  built  for 
its  readers,  the  better  it  is  as  an  ad¬ 
vertising  medium,”  he  reminds,  “A 
newspaper  that  does  not  seek  the  con¬ 
fidence  and  respect  of  its  readers  may 
build  a  large  circulation  and  make 
money.  But  if  by  reason  of  news  or 
editorial  policy  it  loses  public  respect, 
its  value  as  an  advertising  medium 
will  drop  in  direct  proportion  to  that 
loss. 

"A  newspai)er  conducted  with  an 
eye  solely  to  circulation,  one  that 
grasps  for  scare  headlines  and  sensa¬ 
tionalism,  can  never  be  a  family  news¬ 
paper;  and  if  it  is  not  a  family  news- 
pap>er  it  has  no  retail  value,  for  the 
very  simple  reason  that  it  is  the  family 
that  consumes  merchandise. 

"Bclievablllty"  Greatly  improved 
“It  is  just  as  important  for  the  ad¬ 
vertiser  not  to  depart  from  the  princi¬ 
ple  of  ‘truth  in  advertising’  if  he  cares 
to  build  public  confidence  in  what  he 
has  to  say. 

“There  has,  however,  been  a  great 
improvement  in  the  ‘believability*  of 
newspaper  advertising.  There  are 
some  exceptional  cases  where  by  clev- 
(Continued  on  page  27) 
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5  Concerns  Report  Less  Than  5%  Reader 
Q  1  -n  I  Loss  in  N.  Y.  Price  Rise 

^ClieS  Doom  irom  The  New  York  Times  and  New  York 

^  Herald  Tribune  reported  this  week 

^0\^SpCiper  \_/Opy  that  they  have  lost  less  than  5%  of 


The  New  York  Times  and  New  York 
.  ^  Herald  Tribune  reported  this  week 

1 SpCtper  Q^OpY  ^hat  they  have  lost  less  than  5%  of 
~  ~  ~  i  their  metropolitan  circulation  follow- 

Distinctly  Different  Products  ing  the  increase  of  sales  price  from 
All  Found  "Business  2c  to  3c  May  2. 

-  •  1  Executives  on  both  papers  stated 

va  one  e  expected  that  the  loss 

Manufacturers  of  five  distinctly  in  readers  in  New  York  City  would 
fferent  products  this  week  pro-  have  been  greater  than  has  actually 


different  products  this  week  pro-  have  been  greater  tha 
claimed  the  power  of  ncwspap)er  ad-  proved  to  be  the  case. 


vertising  as  the  medium  which  built 
for  them  large  increases  in  sales. 


However,  they  pointed  out  that  the 
change  in  price  has  resulted  in  a 


Charles  A.  Sinn,  vice-president  and  minor  redistribution  of  papers.  It 
general  manager  of  the  Denver,  Col.,  was  explained  that  some  commuters, 
Dry  Goods  Company,  reported  the  living  just  outside  of  the  city  limits 
largest  Denver  Day  Sale  in  the  his-  where  the  price  has  always  been  three 
tory  of  his  store  following  the  inser-  cents,  had  before  May  2  waited  until 
tion  of  an  11'2  page  ad  in  the  Denv>er  they  were  in  New  York  before  buy- 
Post  on  the  day  before  the  sale.  He  ing  the  papers.  Now  they  want  to 
reported  that  it  would  have  been  im-  buy  them  at  the  nearest  newsstand 
possible  for  the  store  to  cope  with  or  have  them  delivered  to  their  doors, 
more  business  than  that  which  re-  There  have  been  virtually  no  corn- 


suited  from  the  advertisement.  "Peo¬ 
ple  jammed  the  store,”  he  said,  “and 
really  spent  money.  This  Denver  Day 
was  one  of  the  greatest  shopping  days 
in  the  history  of  the  city,  in  spite  of 
bad  weather. 

“We  showed  an  increase  of  15^  in 
sales  over  all  time.” 

477  Lamps— 400  New  Customers 


plaints  made  to  either  newspaper. 

25%  of  Increase  to  Dealers 
The  increase  in  revenue  resulting 
from  the  price  rise  will  not  reach 
the  proportions  estimated  in  Editor  & 
Publisher  April  30,  $1,000,000  for  the 
Times  and  $500,000  for  the  Herald 
Tribune.  In  view  of  the  fact  that  one 
quarter  of  the  additional  income  from 


Harold  Simon,  advertising  director  the  price  rise  will  go  to  the  dealers, 
of  a  Denver  jewelry  store,  announced  plus  the  fact  that  there  is  a  reduction 
in  a  three  column,  nine-inch  ad  in  the  in  circulation,  the  revenue  will  be 
Post  a  sale  on  lamps  at  a  reduced  much  less  than  the  figures  estimated 
price.  In  addition  to  this  ad,  the  above.  Before  the  rise  went  into  ef- 
store  also  inserted  a  small  box  in  the  feet,  the  Times  had  329,298  readers 
Post  stating  that  reservations  for  in  the  city  area  and  the  Herald  Tri¬ 
lamps  could  be  made  by  telephone,  bune  171,368,  according  to  the  latest 
As  a  result  the  store,  which  usually  ABC  figures  available, 
closes  at  9  p.m.,  remained  open  until  ■ 

11  o’clock,  with  three  telephone  oper-  Eailv  EditiOHS  Suffor 
ators  taking  calls.  Of  the  4(7  lamps  .  •  tj- 

sold,  400  were  to  new  customers,  Mr.  ill  irillla.  ir  flCG  lllSG 


Simon  reported. 


Philadelphia,  May  18 — Increase  in 


The  Mountain  Valley  Water  Co.,  one  the  price  of  four  Philadelphia  news-  Assn.  Managers,  16th  annual 

of  Cleveland’s  leading  mineral  water  papers  from  2c  to  3c  per  copy  re-  convention,  Greenbrier  Hotel, 

distributors  has  been  a  consistent  ad-  suited  in  a  loss  of  10%  to  “at  least”  White  Sulphur  Springs,  W.  Va. 

vertiser  for  several  years  in  Clave-  20%,  a  survey  of  circulation  man-  - - 

land,  running  copy  totalling  about  SiX  agers  disclosed  this  week.  cept  in  areas  outside  of  Philadelphia, 

inches  each  week.  The  water  sells  One  executive  described  the  feeling  staged  an  advertising  campaign,  send- 
for  $6  per  case  of  12  one-half  gallon  of  subscribers  as  “pretty  bitter,”  but  ing  out  several  sound  trucks,  an- 
bottles,  and  their  business  has  been  he  added  that  the  figures  would  prob-  nouncing  that  the  News  price  was  still 
just  fair  with  this  small  copy — in  fact,  ably  begin  to  show  a  gain  within  a 


EDITOR  &  PUBUSHER 
CALENDAR 

May  24 — New  England  News¬ 
paper  Advertising  Executives, 
meeting,  Parker  House,  Boston. 

May  .30  •June  I  — Southern 
Newspaper  Publi.shers  Assn., 
annual  convention,  Gulfport- 
Biloxi,  Miss. 

June  2-3-4 — Mississippi  Press 
Assn.,  annual  meeting.  Hotel 
Markham,  Gulfport,  Miss. 

June  6-7-8 — Twelfth  annual 
A.N.P.A.  Mechanical  Confer¬ 
ence,  Royal  York  Hotel,  To¬ 
ronto. 

June  7-10— Special  Libraries 
Assn.,  annual  convention,  Wil¬ 
liam  Penn  Hotel,  Pittsburgh. 

June  8-11  —  Georgia  Press 
Assn.,  52nd  annual  .session, 
Swansboro  and  Savannah. 

June  9  -  1 1  —  Texas  Press 
Assn.,  59th  annual  convention. 
Port  Arthur,  Texas. 

June  9-10  —  South  Carolina 
Press  Assn.,  summer  meeting, 
Caesar’s  Head,  N.  C. 

June  10-11 — Michigan  Press 
Assn.,  summer  meeting.  Iron- 
wood.  Mich. 

June  10-11 — Arkansas  Press 
Assn.,  annual  meeting,  Arling¬ 
ton  Hotel,  Hot  Springs,  Ark. 

June  11-12 — Southern  Cali¬ 
fornia  Mechanical  Conference, 
Hollywood  Knickerbocker  Ho¬ 
tel,  Hollywood. 

June  12-15  —  Advertising 
Federation  of  America,  annual 
convention,  Detroit. 

June  12-15 — Newspaper  .Ad¬ 
vertising  Executives  Assn.,  an¬ 
nual  convention,  Book-Cadillac 
Hotel,  Detroit. 

June  1.3 — American  Newspa¬ 
per  Guild,  annual  convention. 
Hotel  King  Edward,  Toronto. 

June  15-18  —  Newspaper 
Assn.  Managers,  16th  annual 
convention,  Greenbrier  Hotel, 
White  Sulphur  Springs,  W.  Va. 

cept  in  areas  outside  of  Philadelphia, 


U.P.  Promotes  j 
Miller  and 
Flory  Abroad 

Former  Becomes  General 
European  Manager,  With 
Assistant  in  His  Post 

Ed  L.  Keen,  United  Press  vice-, 
president  for  Europe,  announced  in| 
London  this  week  the  appointments  | 


just  barely  over  the  profit  line. 
About  six  months  ago,  they  were 


week  or  10  days. 


induced  to  run  smaller  and  more  fre-  editions  of  morning  newspapers,  the  upes  will  be  back  to  normal  within 

quent  copy,  to  appear  five  days  each  Inquirer  and  Record,  and  early  edi-  four  or  five  months.  The  additional 

week,  which,  over  this  period,  has  tions  of  evening  newspapers,  the  income  for  the  four  papers  is  ex- 

averaged  about  15  inches  per  week,  Bulletin  and  Ledger,  were  the  heav-  pected  to  amount  to  approximately 

and  very  shortly  the  results  could  be  iest  losers.  The  sale  of  editions  for  $2,500,000. 

noticed.  Their  business  has  grown  home  delivery  were  reported  at  “al-  • 

by  leaps  and  bounds,  until,  at  the  most  normal.”  CASEY  ON  WASH.  TIMES 


March  of  this  Circulators  Hopeful  LeoJ.Casey,formerpublicitydirec- 

fmatelv  ^3  ami  effort  to  prevent  too  great  a  tor  for  the  Republican  National  Com- 

tomers  increased  about  50%  '  Philadelphia  news-  mittee,  has  joined  the  Washington 

papers  began  new  serial  stories  to-  Times  city  staff.  Theodore  V.  Hunt- 
Potato  Soles  Up  1,360%  gether  with  added  features  and  ley,  the  committee’s  publicity  direc- 

An  advertising  campaign  placed  in  comics.  tor  in  the  early  days  of  the  1936  Pres- 

the  Cleveland  Plain  Dealer  by  Sturges  The  Daily  News,  a  tabloid,  which  idential  election,  covers  the  U.  S. 
Dorrance,  president,  Brooke,  Smith,  did  not  join  the  price  increase  ex-  Senate  for  the  same  newspaper. 


tomers  increased  about  50%. 

Potato  Solos  Up  1,360% 

An  advertising  campaign  placed  in 
the  Cleveland  Plain  Dealer  by  Sturges 
Dorrance,  president,  Brooke,  Smith, 
French  &  Dorrance,  New  York,  mer¬ 
chandising  and  advertising  counselor 
for  the  State  of  Maine,  brought  an 
“avalanche  of  new  business,”  accord¬ 
ing  to  Mr.  Dorrance.  In  three  months 
sales  of  State  of  Maine  potatoes  in¬ 
creased  1,360%  in  Cleveland  as  a  re¬ 
sult  of  the  advertising. 

Laub’s  Bakery,  Cleveland,  recently 
bought  a  two-inch  advertisement 
which  ran  30  days  in  the  same  paper. 
By  the  time  the  campaign  was  over, 
sales  of  pumpernickel  had  risen  from 
300  loaves  a  day  to  1,400.  Laub’s  is 
now  running  another  campaign  in 
the  Plain  Dealer  on  European  rye 
bread. 

■ 

LIBRARIANS  TO  MEET 

Annual  convention  of  Special  Libra¬ 
ries  Association,  including  newspaper 
librarians,  will  be  held  June  7-10  at 
William  Penn  Hotel,  Pittsburgh. 
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Webb  Miller 


Harry  Flory 


two  cents. 

Circulation  managers  of  the  other 


News  dealers  reported  that  bulldog  papers  believed  their  circulation  fig- 


CASEY  ON  WASH.  TIMES 

Leo  J.  Casey,  former  publicity  direc- 


of  Webb  Miller,  as  general  Europea.', 
manager  and  Harry  Flory  as  Euro¬ 
pean  news  manager. 

Miller,  former  European  news  man¬ 
ager,  will  now  have  charge  of  U.P 
interests  throughout  Europe.  Flon, 
who  has  been  Miller’s  assistant  sinix 
1934,  assumes  direction  of  the  UP 
news  report  in  Europe. 

Known  as  a  correspondent  who  has 
covered  virtually  every  major  foreigr. 
story  of  the  past  20  years,  Milk: 
joined  the  U.P.  in  1916  and  was  as¬ 
signed  to  the  Mexican  border.  The 
following  year  he  was  in  Washington 
when  the  United  States  declared  war 
on  Germany.  As  a  war  correspond¬ 
ent  he  was  attached  to  the  British 
front  in  Flanders  and  subsequent!;’ 
to  the  American  front. 

Interviewed  Statesmen 
Between  war  assignments  Miller 
has  covered  dozens  of  important  in¬ 
ternational  conferences  and  has  inter¬ 
viewed  leaders  and  statesmen  of  ever;’ 
country.  He  covered  the  Ethiopian 
and  Spanish  wars  for  the  U.P.  and 
early  this  year  completed  a  swing 
around  Europe  which  brought  his  total 
miles  traveled  on  news  assignments 
close  to  half  a  million  and  increased 
the  number  of  countries  visited  to  44 
Flory  had  considerable  domestic 
newspaper  and  press  association  ex¬ 
perience  before  he  moved  to  Europe 
in  1923.  He  worked  on  the  Wooite' 
(O.)  Daily  News  and  the  Akm 
Times.  Following  his  graduation  from 
Wooster  College  and  Columbia  Uni¬ 
versity  he  was  in  press  association 
v/ork  in  New  York,  Kansas  City,  In¬ 
dianapolis  and  Chicago. 

After  working  in  Paris,  London  and 
Geneva,  Flory  joined  the  U.P.  in  Lua- 
don  shortly  before  the  World 
nomic  Conference,  which  was  his  nrS' 
major  news  assignment. 

ILLNESS  DELAYS  CASE 

Oakland,  Cal.,  May  18 — Hearing  o| 
an  executor’s  petition  for  appw'’* 
of  sale  of  important  Dargie  esta^ 
holdings  in  the  Oakland  Tribune  ^ 
lishing  Co.  and  the  Tribune  Builomr 
Company  resumed  today  after  a  d^ 
occasioned  by  illness  of  Judge 
J.  Allen.  Representatives  of  Captam 
Antonio  Martin,  one  of  two 
legatees,  entered  protests  against  i- 
proposed  sale  at  five  days  of  court  sss 
sions  last  week. 

FAVORS  FCC  PROBE 

Washington,  May  16 — A 
voring  appropriation  of  S25.0(K) 
Congressional  investigation  of 
Federal  Communications  Conim^  ’ 
has  been  adopted  by  the  Senate  Ca- 
mittee  on  nudit  and  control. 
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HICAGO,  May  18 — Aroused  by  the  none-too-optimistic  out¬ 
look  for  national  advertising  linage,  Inland  Daily  Press 
Association  members  devoted  a  major  portion  of  their  spring 
eonvention  here  this  week  to  serious  study  how  the  “prodigal 
ion”  can  be  induced  back  into  the  columns  of  newspapers, 
litewise,  Inland  publishers  took  cognizance  of  encroachments 
freedom  of  expression,  as  evidenced  by  the  Jersey  City  situa¬ 
tion  and  the  proposed  Minton  bill,  and  refreshed  their  minds  on 
need  for  producing  a  better  local  newspaper,  with  greater 
emphasis  on  local  news  and  features. 


The  advertising  clinic  took  the  form 
ol  a  four-way  discussion,  including 
the  lowa-Illinois  plan  for  joint  col¬ 
lective  action  in  selling  national  ad¬ 
vertising;  importance  of  well-rounded 
promotion  department;  a  dramatic 
demonstration  of  how  newspapers  can 
ppeal  to  local  advertisers  to  get  them 
to  ask  for  national  copy;  and  better 
merchant  appreciation  of  national 
advertising  through  point-of-sale  dis¬ 
play  and  keener  understanding  that 
advertised  products  provide  retailers 
with  greater  total  profit  through  fast- 
e’  turnover. 

lewa-lllinoi*  Plan  Explained 

Today’s  session  opened  with  an  ex¬ 
planation  of  the  lowa-Illinois  plan  by 
Qare  Marshall,  Cedar  Rapids  Gazette, 
president  of  the  Iowa  Daily  Press  As¬ 
sociation;  and  E.  K.  Todd,  Rockford 
Xorniag  Star  and  Register-Republic, 
Resident  of  the  Daily  Newspaper 
League  of  Illinois.  Both  speakers 
tfrmed  the  five-point  plan  a  means 
of  making  it  easier  and  more  profit¬ 
able  for  national  advertisers  to  use 
newspapers,  through  uniform  mer¬ 
chandising  service  consumer  surveys, 
market  data  and  standard  rate  cards, 
frequency  discount  contracts  and  uni¬ 
form  billing.  On  the  latter  point  Mr. 
Todd  announced  the  Iowa  -  Illinois 
group  has  asked  to  meet  with  the 
newspaper  committee  of  the  Four  A’s 
te  determine  their  views  as  to  the 
practicability  of  centralized  billing. 

Roy  Palmer,  secretary.  Northwest 
Daily  Press  Association,  told  how  his 
group  is  functioning  as  a  collective 
selling  organization.  He  emphasized 
publishers  must  concede  the  impor¬ 
tance  of  service  to  national  advertis¬ 
ers  goes  beyond  mere  running  of 
their  ads. 

Consistent  Promotion  Urged 

Jacob  A.  Albert,  Detroit  News  pro¬ 
motion  manager,  in  outlining  the 
broad  functions  of  a  promotion  de¬ 
partment,  declared  the  newspaper,  in 
the  eyes  of  the  reader  must  be  like 
Caeser’s  wife,  “beyond  suspicion.’’  He 
advocated  consistent  promotion  of  the 
paper’s  news  and  features,  through 
various  media,  rather  than  good-will 
stunts.  He  stressed  the  need  for  more 
iritelligent  and  intensive  promotion 
of  newspaper  advertising,  both  local 
and  national,  declaring  data,  or  fac¬ 
tual  material  attractively  presented, 
and  money  are  two  essential  factors 
in  any  successful  promotional  pro¬ 
gram.  Urging  newspapers  to  set  up 
adequate  budgets  to  do  the  job,  Mr, 
Albert  asserted  "Few  publishers 
spend  as  much  as  1%  in  advertising 
promotion.” 

Milton  R.  Miller,  Batavia  (N.  Y.) 
Daily  News,  gave  the  Inlanders  a 

shirt-sleeve”  demonstration  of  how 
he  drives  home  to  local  advertisers 
the  fact  that  newspapers  have  not 


lost  their  punch  and  how  they  can 
help  themselves  by  demanding  na¬ 
tional  copy  in  the  local  paper.  Sup¬ 
plementing  Mr.  Miller’s  talk  were  the 
pertinent  remarks  of  Arthur  E.  Mey- 
erhoff,  of  Neisser-Meyerhoff  Adver¬ 
tising  Agency,  who  pleaded  for  better 
education  of  merchants  on  the  value 
of  point-of-sale  displays  to  tie  in  with 
nationally-advertised  products. 

Joe  Bunting,  Bloomington  (Ill.) 
Pantagraph,  took  publishers  to  task 
for  printing  radio  programs  and  news, 
there  creating  a  listener  audience  for 
radio  commercial  programs.  Based  on 
his  paper’s  six-year  experience  of  not 
publishing  radio  programs  or  news, 
Mr.  Bunting  declared  newspapers 
have  nothing  to  lose  and  everything 
to  gain  if  they  will  courageously  face 
the  situation. 

Alf  Landon  Speaks 

Ben  Elast,  Grand  Rapids  (Mich.) 
Press,  speaking  at  today’s  luncheon, 
urged  newspapers  to  take  a  more  ac¬ 
tive  part  in  advocating  conservation 
of  natural  resources,  pointing  out  the 
need  for  more  editorial  space  devoted 
to  outdoor  life. 

Highlighting  the  Tuesday  session, 
Alfred  M.  Landon,  former  governor 
of  Kansas,  addressed  the  luncheon 
meeting,  declaring  American  news¬ 
papers  must  not  relent  in  their  fight 
for  a  free  press.  “America  is  not  im¬ 
mune  to  a  tide  which  is  slowly  de¬ 
stroying  freedom  in  other  parts  of  the 
world,”  he  asserted. 

The  1936  Republican  presidential 
candidate  cited  the  Jersey  City  ban 


on  Norman  Thomas  and  the  proposed 
measure  of  Senator  Sherman  Minton 
of  Indiana  as  glaring  examples  of  en¬ 
croachments  on  constitutional  guaran¬ 
tees  of  freedom  of  speech  and  press. 

Referring  to  the  Minton  bill,  Mr. 
Landon  said: 

“The  dangei’ous  thing  about  the 
measure  is  that  it  reflects  the  New 
Deal  attitude  toward  the  press  of  the 
country  and  I’m  afraid  it  may  reflect 
the  President’s  attitude.  The  Pres¬ 
ident’s  views  have,  no  doubt,  encour¬ 
aged  Senator  Minton  and  others. 

“A  press,  operating  under  such  a 
law,  would  cease  to  be  free,  certainly, 
it  could  not  fairly  give  both  sides  of  a 
question,  if  one  side  happened  to 
represent  the  views  of  the  federal 
government  or  government  officials.” 
Praises  Fairness  of  U.  S.  Press 
Mr.  Landon  paid  tribute  to  news¬ 
papers,  declaring  “the  American  press 
has  no  equal  in  its  fairness  and  impar¬ 
tiality,  almost  without  exception.” 

Discussing  the  Jersey  City  situa¬ 
tion,  Landon  asserted: 

“The  freedom  of  decent  public  dis¬ 
cussion  can  never  be  merely  a  local 
issue.  By  his  attitude,  the  President 
endorses  this  violation  of  the  spirit 
of  the  bill  of  rights,  and  betrays  the 
faith  of  the  liberals  in  him. 

“If  the  President  continues  to  wash 
his  hands  of  this  dangerous  precedent 
in  Jersey  City,  will  he  also  stand  by 
while  Senator  Minton  ‘Frank  Hague’s’ 
the  American  press?”  he  asked. 
“With  the  national  administration 
abusing  business  by  propaganda,  and 
attempting  to  control  production; 
abusing  banks  by  propaganda  and  at¬ 
tempting  to  control  credit;  and  abusing 
the  press  by  propaganda;  and  at¬ 
tempting  to  control  its  freedom,  I  re¬ 
peat,  the  right  of  the  minority  to  pro¬ 
test  by  holding  decent  public  discus¬ 
sion  no  longer  is  an  academic  issue.” 

The  report  of  Stuart  H.  Perry, 
Adrian  (Mich.)  Telegram,  read  by 
Verne  E.  Joy,  Centralia  (Ill.)  Sentinel, 
dealt  with  editorial  standards  and 


At  Tuesday  Inland  Daily  Press  Association  luncheon,  left  to  right,  standing:  Former 
Governor  Alfred  M.  Landon  of  Kansas,  guest  speaker;  E.  R.  Chapman,  Flint  (Mich.) 
Journal,  Inland  president;  A.  W.  Glessner,  Galena  (III.)  Gazette,  oldest  living  Inland 
past  president:  T.  H.  Kay,  Kitchener  (Ont.)  Record;  and  Paul  C.  Siddall,  Alliance  (O.) 
Review.  Seated.  1.  to  r.:  F.  E.  Milligan,  Ft.  Scott  (Kans.)  Tribune-Monitor;  Col.  Frank 
Knox,  Chicago  Dally  News  publisher;  and  Frank  E.  Noyes,  Marinette  (Wis.)  Eagle-Star. 


Another  group  of  Inlanders  (I.  to  r.);  Mil- 
ton  R.  Miller,  Batavia  (N.  Y.)  Daily  News; 
Roy  Palmer,  secretary.  Northwest  Daily 
Press  Association;  John  L.  Meyer,  Inland 
secretary  and  treasurer;  and  H.  W.  Zinn, 
Huntington  (Ind.)  Herald-Press. 

freedom  of  the  press.  While  declar¬ 
ing  the  outlook  is  favorable,  as  far  as 
court  decisions  are  concerned,  Mr. 
Perry  urged  publishers  not  to  relax 
in  their  vigilance  to  guard  a  free 
press  in  this  country.  Referring  to 
the  Rural  Progress  case,  Mr.  Perry 
asserted  the  Minton  committee  had  no 
legal  right  to  inquire  into  the  man¬ 
agement  of  the  magazine.  He  main¬ 
tained  “it  is  legal  and  proper,  no  mat¬ 
ter  how  p>oor  or  rich  a  pterson  or  group 
may  be,  to  publish  a  paper  and  to 
criticize  public  officials.” 

Territories  Restricted 

Frank  W.  Rucker,  Independence 
(Mo.)  Examiner,  declared  the  boun¬ 
dary  of  a  newspaper’s  field  is  con¬ 
stantly  coming  nearer  home  base, 
this  change  taking  place  without  re¬ 
ducing  newspaper  circulation  and 
without  loss  of  prestige.  Circum¬ 
stances  are  forcing  newspapers  to  con¬ 
fine  their  services  and  circulations  to 
more  restricted  territory,  he  said.  He 
advocated  more  local  news  and 
reader-contributed  articles. 

“The  advance  in  subscription  price 
draws  from  readers  a  stronger  de¬ 
mand  for  local  new.s,  he  said,  and  such 
news  and  articles  written  by  home¬ 
town  citizens  are  more  “appetizing” 
than  outside  material. 

Praising  the  lowly  personal  item 
ignored  by  many  reporters  in  their 
quest  for  “big  stuff,”  Mr.  Rucker  said 
contributed  articles  not  only  have  un¬ 
usual  reader-interest,  but  give  the  edi¬ 
torial  department  an  accurate  and 
invaluable  cross-scction  of  the  com¬ 
munity’s  thinking.  “When  we  invite 
our  subscribers  to  write  and  who  i 
they  become  accustomed  to  express¬ 
ing  their  views  through  our  columns, 
they  begin  to  see  the  true  meaning  of 
the  freedom  of  the  press,”  he  added. 

Prof.  Guy  T.  Buswell,  University 
of  Chicago,  delivered  an  illustrated 
lecture  on  adult  reading  habits,  stress¬ 
ing  the  importance  of  a  more  simple 
and  lucid  style  of  newspaper  writing. 

Simple  Writing  Effective 

“If  the  newspaper  is  to  have  some 
influence  on  public  opinion,”  he  said, 
“then  the  program  of  the  newspaper 
has  a  better  chance  for  effectiveness 
if  it  can  be  written  in  a  language 
that  will  be  understood.  We  know, 
for  example,  that  the  news  section,  or¬ 
dinarily,  is  the  easiest  section  to  read, 
and  that  the  editorial  pxige  is  the 
most  difficult,  yet  the  ideas  in  the  edi¬ 
torial  section  are  not  particularly 
complex,  and  they  might  be  expressed 
in  simple  language,  so  that  the  editor 
would  be  more  effective  if  he  could 
translate  his  rather  highbrow  form  of 

(Continued  on  page  17) 
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Link  Urges  Coordination 
Of  Mechanical  Depts. 


Scripps-Howard  Executive  Addresses  Iowa 
Mechanical  Conference  .  .  .  All  Officers 
Re-elected  . . .  Warned  on  Mat  Shrinkage 


PRESENT  OFFICERS  of  the  Iowa 

Daily  Newspaper  Mechanical  Con¬ 
ference  were  reelected  at  the  closing 
session  Tuesday  of  the  two-day  meet¬ 
ing  held  at  Council  Bluffs,  la.  They 
are  Ed  C.  Funk,  Waterloo  Courier, 
president;  Guy  Chappell,  Iowa  City 
Press-Citizen,  vice-president;  P.  F. 
Kamler,  Clinton  Herald,  secretary- 
treasurer. 

Des  Moines  was  selected  for  the 
13th  annual  conference  to  be  held 
May  15-16,  1939. 

Leon  A.  Link,  Akron,  O.,  connected 
with  the  Scripps-Howard  newspapers, 
formerly  mechanical  superintendent 
of  the  Des  Moines  Register  and  Tri¬ 
bune  and  an  organizer  of  the  confer¬ 
ence,  discussed  “Coordination  of  Me¬ 
chanical  Department  Activities,’’  at 
Tuesday's  session. 

Closer  Coordination  Needed 

He  declared  there  must  be  a  closer 
coordination  of  all  mechanical  de¬ 
partments  of  a  newspaper,  more  so 
now  than  ever  before,  due  to  the  in¬ 
creased  cost  of  operation  and  the  de¬ 
velopment  of  competitive  enterprises. 

W.  W.  Warfel,  representative  of 
Chemco  Photoproducts  Company,  New 
York,  discussing  “Problems  and  Haz¬ 
ards  of  Small  Engraving  Plants,’’  de¬ 
clared  in  his  opinion  the  lack  of 
knowledge  and  not  the  equipment,  is 
the  basis  of  trouble  in  many  cases  of 
the  small  engraving  plant. 

At  Monday's  session  C.  E.  Moffit, 
Fort  Collins,  Colo.,  reading  the  ad¬ 
dress,  “What  is  New  in  Newspaper 
Mechanical  Equipment  and  Methods,’’ 
by  Mac  D.  Sinclair,  editor.  Printing 
Equipment  Engineer,  Cleveland,  O., 
who  was  not  able  to  attend,  pointed 
out  that  the  newspaper  industry  is 
now  competing  with  the  rayon  in¬ 
dustry  for  the  basic  supply  of  wood 
pulp.  “If  the  rayon  industry,  through 
its  rapidly  growing  requirements  raise 
the  cost  of  pulp  for  the  rayon  industry, 
it  will  raise  it  also  for  the  newspaper 
industry.’’ 

He  warned  that  if  further  mat 
shrinkage  is  possible  as  a  newsprint 
conservation  it  will  multiply  the 
manipulating  difficulties  of  the  stereo¬ 
typer  by  increased  buckle  and  distor¬ 
tion  hazards. 

He  said  he  liked  the  suggestion  the 
use  of  thinner  spacebands  to  increase 
line  wordage  in  straight-matter  com¬ 
position  and  4  point  column  rule. 

It  is  reported,  he  said,  that  a  “mat 
shrinking  machine”  has  been  devised 
but  it  is  still  in  the  experimental  stage. 

One  of  the  recent  improvements  in 
stereotype  plate  making  equipment 
is  the  vacuum  casting  box,  which  per¬ 
mits  casting  plates  having  an  accurate 
printing  level.  Their  use  in  regular 
daily  editions  improved  the  appear¬ 
ance  of  the  paper. 

Plenty  of  White  Space  Urged 

Mr.  Sinclair  pointed  out  there  is  no 
evidence  that  stereotype  plate  print¬ 
ing  will  be  supplanted  in  the  near 
future. 

L.  C.  Huntington,  manager,  engrav¬ 
ing  department.  Council  Bluffs  Non¬ 
pareil,  spoke  on  “Practical  Problems 
of  the  Photo  Engraver.” 

Douglas  C.  McMurtrie  of  the  Lud¬ 
low  Typograph  Company,  Chicago, 
speaking  on  “Advertising  Typog¬ 
raphy,”  declared  that  in  streamlining 
more  papers  are  going  to  cap  and 
lower  case  because  it  is  more  readable 


from  the  editorial  and  news  stand¬ 
point. 

He  suggested  using  60  to  72-p>oint 
type  to  give  the  display  when  display 
is  demanded  in  heads.  One  of  the 
troubles  in  going  streamline,  he 
pointed  out,  is  not  leaving  plenty  of 
white  space  between  columns  making 
it  hard  to  read  the  printed  matter. 

Discussion  Groups 

The  conference  divided  into  two 
groups  for  discussions.  C.  H.  “Ted” 
Bleurer,  superintendent,  Davenport 
Democrat  composing  room,  presiding 
ov’er  the  composing  room  and  ma¬ 
chinists  group  which  discussed  the 
establishment  of  dispatch  rooms  for 
better  handling  of  ad  copy,  results  ob¬ 
tained  by  installation  of  late  model 
typesetting  display  machines,  advan¬ 
tages  of  makeup  tables,  experiences 
of  those  using  Klean-O-Mat  process 
for  cleaning  matrices  and  magazines, 
maintaining  costs  record  for  machine 
repairs  and  maintenance  schedule  for 
care  of  typesetting  and  typecasting 
machinery. 

The  stereotype  and  press  room 
group  was  presided  over  by  Guy 
Chappell,  mechanical  superintendent, 
loiva  City  Press-Citizen  at  which  dis¬ 
cussions  were  on  merits  of  different 
types  of  fuel  for  melting  furnaces, 
savings  resulting  from  installation  of 
submerged  burner  furnaces  and  sav¬ 
ings  of  insulating  hood  of  furnace, 
use  of  combination  metal,  results  ob¬ 
tained  from  using  finer  line  screen 
for  cuts  and  advantages  of  vacuum 
casting  boxes. 

Mr.  Funk  called  the  conference  to 
order.  Clark  H.  Galloway,  managing 
editor.  Council  Bluffs  Nonpareil, 
gave  the  address  of  welcome.  George 
Fouts,  mechanical  superintendent, 
spoke  on  highlights  of  the  Nonpareil 
plant,  later  escorting  the  group 
through  the  building. 

One  hundred  mechanical  workers  in 
Iowa  newspaper  plants,  representa¬ 
tives  of  numerous  manufacturing  con¬ 
cerns  and  guests  from  Wyoming. 
South  Dakota,  Illinois,  Mis.souri,  Colo¬ 
rado  and  several  other  states  attended 
the  opening  session. 


BUSINESS  OmCE  PET 

J.  Lithgow  Nugent,  business  manager,  Lin¬ 
coln  (III.)  Evening  Courier,  holding  his  pet 
python,  "Abercrombie,"  which  he  received 
a  few  days  ago  from  a  friend  who  is  snake 
hunting  near  the  Orinico  River  in  South 
America.  Abercrombie's  just  a  baby  now, 
measuring  8  feet  I  inch.  The  South  Amer¬ 
ican  python  or  boa  constrictor  attains  a 
length  of  40-odd  feet,  but  Mr.  Nugent 
likes  Abercrombie  too  much  now  to  think 
of  that  angle. 


"Grassroots"  Ad 
Plan  Outlined 
to  Okla.  Press 

Association  Told  20  More 
States  May  Adopt  It  By 


Fall  .  .  .  Woods  President 

Ada,  Okla.,  May  15— The  Oklahoma 
Press  Association’s  cooperative 
("grassroots”)  campaign  to  develop 
newspaper  advertising  is  attracting 


Dave  Vandivier 


H.  Merle  Woods 


MARTIN  IMPROVED 

Columbia,  Mo.,  May  16  —  Dean 
Frank  L.  Martin  of  the  Missouri 
School  of  Journalism  has  been  dis¬ 
charged  from  a  local  hospital  where 
he  has  been  confined  for  several 
weeks  by  serious  illness.  He  was  re¬ 
cently  given  a  six  months  leave  of 
absence  from  the  university. 


notice  in  many  states,  and  about  20 
more  states  are  expected  to  adopt  it 
by  next  fall,  Oklahoma  editors  were 
told  at  their  spring  convention  here 
Saturday. 

Dave  Vandivier,  Chickasha  Daily 
Express,  originator  of  the  plan,  ex¬ 
plained  the  idea.  The  Oklahoma  Press 
Association  now  has  about  40  requests 
from  towns  in  this  state  for  the  ban¬ 
quets  which  start  the  grassroots  cam¬ 
paign  in  the  local  community,  he  said. 
Twelve  toastmasters  are  available. 

States  which  already  are  included  in 


RADIO  FAMILIES  ESTIMATED  AT  26.666.500 

THE  NUMBER  of  radio  families  in  the  U.  S.  as  of  Jan.  1.  1938,  is  estimated 
at  26,666.500,  or  82%  of  the  estimated  U.  S.  families,  according  to  a  survey 
made  by  the  Joint  Committee  on  Radio  Research  sponsored  by  the  American 
Association  of  Advertising  Agencies,  Association  of  National  Advertisers,  and 
National  Association  of  Broadcasters.  It  is  stated  this  figure  represents  an 
increase  of  17%  over  the  1936  estimate.  A  booklet  recently  issued  by  the 
Committee  breaks  down  the  figures  into  total  radio  homes  in  every  county. 
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the  copyrighted  program  are  Okla¬ 
homa,  Kansas,  Louisiana,  Nebraska, 
Missouri,  Colorado,  Arkansas  and 
Michigan. 

Four  Steps  Outlined  I 

Briefly,  the  cooperative  campaign 
has  four  steps:  (1)  the  local  banquet 
for  merchants,  conducted  by  the  press 
association  at  the  request  of  the  local 
member  papers;  (2)  a  local  sales  fol¬ 
low-up  in  which  the  newspapers’ 
sales  staffs  begin  calling  on  all  mer¬ 
chants  who  buy  and  sell  nationally 
advertised  products,  using  a  special 
portfolio  to  show  the  merchant  what 
he  is  getting  for  his  advertising  dollar; 
(3)  reports  of  all  calls,  turned  in  on 
sjiecial  forms  to  the  press  association; 
and  (4)  a  series  of  12  newspaper  ads 
run  in  cooperating  papers  to  sell  con¬ 
sumers  on  newspaper  advertising. 

H.  Merle  Woods,  El  Reno  American 
editor,  was  elected  president,  and 
Vandivier  was  made  vice-president. 
Fred  E.  Tarman,  Norman  Transcript, 
was  re-elected  treasurer,  and  Vernon 
T.  Sanford  continues  as  secretary- 
manager.  Burris  G.  Penn,  Cordell 
Beacon,  and  C.  O.  Doggett,  Cherokee 
Messenger-Republican,  were  named  to 
the  board  of  directors. 

The  group  adopted  resolutions  de¬ 
ploring  the  policy  of  favoritism  in  dis¬ 
tribution  of  public  printing  in  Okla¬ 
homa;  opposing  the  establishment  of 
a  state  printing  plant;  opposing  “un¬ 
due  governmental  restraint  and  legis¬ 
lation  curtailing  individual  initiative" 
and  “confiscatory  and  oppressive  legis¬ 
lation  in  tax  bill  or  any  other  form.” 
The  convention  also  took  a  stand 
against  diversion  of  state  gasoline 
taxes  and  against  anything  retarding 
the  development  of  state  highways, 
and  urged  careful  investigation  of  all 
petitions  which  might  be  sponsored 
selfishly  by  firms  to  create  sales. 

Harrison,  Ekins  Speak 

The  convention  began  with  dinner 
meetings  of  daily  and  weekly  men 
Friday  night.  Business  sessions  Sat¬ 
urday  were  climaxed  with  a  banquet 
at  which  H.  R.  Ekins,  noted  war  cor¬ 
respondent  of  the  United  Press,  and 
Dr.  A.  Linscheid,  president  of  East 
Central  State  Teachers  college  here, 
spoke.  Sunday  about  200  editors  and 
their  parties  toured  Platt  National 
park  and  Lake  Murray. 

Walter  M.  Harrison,  managing  editor 
of  the  Oklahoma  City  Daily  Okla¬ 
homan  and  Times,  deplored  the  ten¬ 
dency  of  newspapers  to  be  jealous  and 
to  make  slurring  remarks  about  com¬ 
petitors.  Newspapers  are  on  the  spot 
and  should  be  more  careful  of  their 
reputations,  he  warned.  Ekins  gave 
as  his  most  exciting  experience  in  cov¬ 
ering  the  war  his  arrival  in  Shanghai 
the  day  that  1,077  civilians  were  killed 
in  an  attack  and  the  walls  of  the  hotel 
were  blown  out  and  the  building 
burned. 

Other  speakers  included  Ralph  G. 
Hurd  of  Market  Data  service.  Bridge¬ 
port,  Conn.;  M.  O.  Matthews,  president 
of  Associated  Industries  of  Oklahoma; 
John  H.  Casey,  University  of  Okla- 
home  school  of  journalism;  P- 
Haynes,  Mergenthaler  Linotype  Com¬ 
pany,  Brooklyn;  and  Ted  Dealey,  Dal¬ 
las  News,  president  of  the  Southern 
Newspaper  Publishers’  Association. 


$725,000  FOR  MOVING  PICTURE  ADS 

MORE  TOAN  $125,000  has  been  appropriated  by  United  Artists  Corporation, 
Motion  picture  distributors,  for  newspaper  advertising  in  major  cities  to 
exploit  Walter  Wangers  Blockade,”  which  will  be  released  nationally  June 
17.  An  additional  amount  will  be  apportioned  for  billboard  posting.  The 
campaign  is  being  supervised  by  Monroe  W.  Greenthal,  United  Artists’  ad¬ 
vertising  and  publicity  director.  Donahue  and  Coe  is  the  agency  handling 
the  account. 


RULES  ON  MOGELEVER 

The  Court  of  Errors  and  Appeals 
Trenton,  N.  J.,  recently  upheld  the 
expulsion  of  Jacob  Mogelever,  city 
editor,  Newark  Ledger,  by  the  New¬ 
ark  Newspaper  Guild,  in  an  opini^ 
confirming  the  action  taken  by  the 
American  Newspaper  Guild  in  Janu¬ 
ary,  1936.  Mogelever,  who  was  one 
of  the  Ledger  strikers,  refused  to  re 
when  ordered  to  do  so  by  the 


Sign 


local  executive  committee  and  was 
expelled  by  a  Guild  trial  board. 
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New  Yardsticks”  Are  Sought 
To  Measure  Newspapers’  Value 

Branham  Company  Gathering  Success  Stories 
Of  Local  Advertisers  Using  Modest  Copy  to  Im¬ 
press  National  Advertisers 
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pNVINCED  “new  yardsticks”  for 
measuring  the  value  of  newspapers 
L<an  advertising  medium  are  needed 
impress  national  advertisers  with 
result-getting  attributes  of  newspaper 
xipy,  the  Branham  Company,  pub- 
i^her's  representatives,  has  standard- 
red  factual  market  data  pertinent  to 
papers  the  firm  represents;  has  dram- 
jied  editorial  content  and  is  now 
gahering  irrefutable  evidence  of  pull- 
power  of  newspapers,  based  on 
success  stories”  of  local  and  national 
advertisers. 

rhe  Branham  Company  recognizes 
"i:  is  not  enough”  to  merely  tell  about 
'Jk  paper’s  linage  records,  circulation 
coverage,  features,  etc.,  in  the  con¬ 
ventional  way.  The  firm  believes 
newspapiers  have  been  content  too 
loig  in  assuming  that  advertisers  are 
aware  of  virtues  of  newspaper  adver- 
!iing.  Consequently,  the  organiza- 
um  is  devising  streamline  methods  of 
re-selling  national  advertisers  on 
newspapers  as  the  dominant  medium 
for  point-of-sale  advertising.  With 
■Jis  thought  in  mind,  Branham  com- 
peny  is  concentrating  its  promotional 
vforts  along  three  major  lines: 

Three  Lines  of  Promotion 
(1)  What  our  market  contain,  i.e., 
iniform  factual  market  data.  (2) 
V^at  our  newspapers  contain,  i.e., 
editorial  content,  the  life  blood  of 
every  newspaper.  (3)  What  our  news¬ 
papers  do  every  day  for  advertisers, 
ie.,  sales  results  in  dollars  and  cents. 
In  gathering  success  stories  on 
newspaper  advertising,  Branham  com¬ 
pany  has  not  only  sought  the  sensa- 
■ional,  but  has  turned  to  “the  little 
fellow”  who  uses  modest  copy  with 
.•esults  equally  as  significant  as  those 
experienced  by  the  big  advertiser  with 
dominant  .space.  The  results  speak 
for  themselves. 

In  a  city  of  around  400,000  popula- 
‘ion,  a  tailor  shop  spent  $200  for  four 
168-line  ads  and  sold  $14,000  worth 
of  clothes  in  30  days.  Tlie  tailor  was 
offering  two  suits  or  one  suit  and  an 
overcoat  for  $35,  although  on  his  store 
oront  was  the  bold  assertion:  “We 
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make  the  best  suit  that  man  can  build 
for  $17.50." 

Sells  Entire  Paint  Supply 

A  paint  store  in  this  city  ran  three 
|M-line  ads  on  consecutive  days,  of¬ 
fering  as  a  teaser  a  can  of  paint  and 
prush  for  a  dime.  The  proprietor  sold 
ois  entire  supply  of  3,000  cans  of 
enamel  in  three  days. 

A  radio  dealer  there  placed  four 
'ds  in  the  newspapers,  totaling  3,740 
^es.  He  sold  106  advertised  sets  at 
special  reduced  prices  and  148  other 
sets  not  advertised — a  total  of  254  sets, 
m  19  days,  aggregating  $11,000  in  sales 
and  averaging  $3  in  sales  for  every 
jne  of  advertising  used. 

As  an  example  of  what  continuous 
newspaper  advertising  will  do,  pro¬ 
viding  copy  is  keyed  to  public  interest, 
*06  Branham  collection  includes  a 
cafeteria,  which  runs  an  ad  every  day 
|pf  the  week,  including  Sundays,  and 
■s  packed  to  capacity  at  meal  times 
seven  days  a  week.  On  Sundays, 
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after  church,  waiting  lines  of  people 
extend  out  onto  the  sidewalk. 

Many  Successes  in  Local  Field 

Success  stories  in  the  local  field  are 
more  readily  accessible  than  those 
among  national  advertisers,  it  was 
pointed  out.  However,  Swift  &  Com¬ 
pany  recently  ran  a  color  page  on 
hams  in  this  same  city,  several  weeks 
prior  to  the  regular  pre-Easter  ham 
advertising  series.  The  week  follow- 
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NASHVILLE  MOTOR  CO. 


The  above  full-page  ad  was  scheduled  by 
the  Nashville  Buick  dealer  after  he  had 
previously  ran  another  page  ad  selling 
$6,250  worth  of  used  cars.  As  a  result  of 
the  two  ads,  the  dealer  sold  80  cars,  in¬ 
cluding  26  new  ones.  Note  the  name  and 
telephone  number  of  the  former  owner 
above  each  car. 

ing  appearance  of  the  ad,  sales  in¬ 
creased  50^r.  Swift’s  followed  the 
page  ad  with  a  600-line  black  and 
white  insertion.  Sales  continued  to 
go  up,  resulting  in  a  100%  increase 
over  the  week  prior  to  the  first  ad. 

Further  proof  that  newspapier  ad¬ 
vertising  is  fast  in  producing  sales  re¬ 
sults  can  be  found  in  the  experience 
of  a  department  store  in  a  city  of  150,- 
000  population,  which  ran  a  420-line 
ad  in  the  newspaper,  advertising  silks 


at  $1  a  yard.  The  merchant  sold  $1,532 
worth  of  silks  in  one  day. 

Another  department  store  in  this 
city  had  already  staged  its  regular 
mid-winter  furniture  sale,  but  de¬ 
cided  to  use  one  page  in  the  Sunday 
newspapier,  announcing  the  windup  of 
its  February  sale  with  prices  reduced 
50%.  The  firm  did  not  employ  any 
extra  help,  much  to  its  sorrow.  By 
9:20  a.m.  on  Monday,  elevators  were 
clogged  and  people  were  walking  up 
four  flights  of  stairs  to  get  to  the 
furniture  department.  By  9:45,  more 
than  400  customers  were  on  the  floor, 
with  only  six  salesmen  to  serve  them. 
The  department  manager,  stunned  by 
the  response  to  his  ad,  climbed  on  a 
table  and  announced  that  if  pieople 
would  sit  in  the  chair  or  stand  beside 
the  piece  of  furniture  desired,  the 
.salesmen  would  get  to  them  as  soon  as 
possible.  The  merchant  sold  $4,000 
worth  of  furniture  in  eight  hours. 

What  about  the  automobile  business, 
supposedly  off  50%  ?  In  December,  in 
the  same  city,  a  particular  dealer  had 
sold  only  six  cars  up  to  the  time  he 
ran  a  page  ad  in  the  newspaper.  The 
first  day  his  ad  appeared  he  sold  $6,250 
worth  of  used  cars.  He  ran  a  second 
ad  and  on  the  strength  of  the  two 
pages  sold  a  total  of  80  cars,  winding 
up  the  month  with  86  cars  sold,  in¬ 
cluding  26  new  automobiles.  Yet  the 
auto  industry  is  complaining  that  peo¬ 
ple  aren’t  buying  cars  these  days! 

30,000  People  on  Rainy  Day 

One  example  of  what  multiple  page 
ads  in  newspapers  can  do  is  the  case 
of  a  department  store  in  a  city  of 
145,000,  announcing  a  special  sales 
event.  The  day  of  the  sale  there  was 
a  heavy  downpour  of  rain,  yet  .30,000 
people  went  through  the  store. 

In  a  city  of  50,000  population,  for 
instance,  a  small  shoe  store  ran  a 
150-line  advertisement  in  the  news¬ 
paper,  offering  a  special  sale  on  shoes 
(representing  an  accumulation  of 
odds  and  ends,  better  known  as  buy- 
fr.s’  mistakes)  at  $1  a  pair.  By  11 
a.m.  the  next  day,  the  store  was 
packed  with  customers  and  the  man¬ 
agement  was  forced  to  lock  the  doors. 
The  store  sold  400  pairs  of  shoes  at  $1 


N.  Y.  STOCK  EXCHANGE  LIFTS  BAN  ON  NEWSMEN 

F  OR  THE  FIRST  TIME  in  the  146-year-old  history  of  the  New  York  Stock 
Exchange  reporters,  photographers  and  a  moving  picture  sound  camera¬ 
man  were  permitted  to  cover  on  May  16  a  meeting  of  the  Board  of  Gov¬ 
ernors  of  the  Exchange.  Heretofore,  Stock  Exchange  regulations  forbade  such 
procedure.  Photographers  also  were  allowed  to  train  their  cameras  on  the 
floor  of  the  Exchange  while  trading  was  in  progress.  This  had  been  done  only 
cnce  before — a  year  ago,  when  a  staff  photographer  of  the  New  Y ork  Eve- 
I'.ing  Journal  photographed  the  scene.  Every  metropolitan  daily  and  all  pic¬ 
ture  agencies  was  represented.  Only  Paramount  Newsreel  was  permitted  to 
set  up  its  sound  equipment  as  Paramount  for  years  had  been  requesting  Ex¬ 
change  authorities  for  permission  to  film  the  proceedings. 

CAMERA  AD  CAMPAIGN  IN  200  LEADING  DAILIES 

STARTING  LATE  THIS  MONTH,  just  before  the  Memorial  Day  weekend. 

Fas’man  Kodak  Co..  Rochester,  N.  Y..  will  launch  its  summer  newspaper 
advertising  campaign  in  200  leading  dailies  in  140  major  cities  and  smaller 
cemmunities.  Skilfully  planned,  some  of  the  national  newspaper  adverti.se- 
ments  are  designed  specifically  to  sell  Kodaks  and  Brownies,  some  promote 
the  sale  of  more  expiensive  cameras,  and  a  generous  proportion  of  the  cam¬ 
paign  is  devoted  to  pushing  the  sale  and  use  of  Kodak  Verichrome  Film. 
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From  this  150-line  ad  in  Macon,  Ga.,  the 
advertiser  sold  400  pairs  of  shoes  generally 
known  as  “buyers'  mistakes"  at  $1  a  pair 
and  additional  shoes  for  a  total  sale  of 
$662.50. 

a  pair  and,  in  addition,  $262.50  worth 
of  merchandise  from  its  regular  stock. 
Total  sales  from  this  ad  amounted  to 
$662.50. 

A  florist  sold  16,000  blooms,  amount¬ 
ing  to  more  than  $200  in  sales,  on  the 
strength  of  one  seventy-line  adver¬ 
tisement. 

"Typical"  of  Newspaper  Ads 

“In  citing  these  success  stories,  we 
realize  they  are  only  typical  of  what 
newspapers  are  doing  every  day 
throughout  the  country,"  explained 
C.  H.  Sundberg,  director  of  research 
and  promotion  at  the  Branham  com¬ 
pany.  “We  feel,  however,  if  all  rep¬ 
resentatives  would  flood  advertising 
agencies  and  national  advertisers  with 
similar  material,  much  would  be  ac¬ 
complished  in  re-selling  the  newspa¬ 
per  as  the  dominant  medium  for  quick, 
sure-fire  sales  results.” 

Referring  to  the  uniform  marketing 
folders  which  have  been  widely  ac¬ 
cepted  by  leading  agencies  and  adver¬ 
tisers,  Mr.  Sundberg  produced  one  of 
the  folders,  on  the  front  of  which  is 
outlined  in  map  form  the  trading  area 
with  a  small  amount  of  copy,  high¬ 
lighting  pertinent  facts  about  the  mar¬ 
ket.  Inside  is  given  the  circulation 
by  city,  county  and  ABC  trading  zone, 
along  with  miscelleanous  data,  includ¬ 
ing  weather  conditions.  Then  follows 
a  breakdown  on  retail  sales  by  store 
classifications;  wholesale  and  retail 
outlets  in  the  city;  and  marketing  ma¬ 
chinery  available  for  distribution  of 
goods. 

List  Names 

Included  in  the  latter  are  names  of 
retail  chains,  leading  independents, 
key  men  and  their  addresses;  whole¬ 
salers  and  names  of  buyers.  Also 
listed  are  leading  department  stores 
and  merchandise  brokers.  A  chart  on 
the  back  page  .shows  the  trading  op¬ 
portunities  at  a  glance. 

On  the  first  page  of  the  editorial 
folder  is  a  reproduction  of  the  front 
page  of  the  newspaper.  Inside  are 
catalogued  all  features,  names  of  writ¬ 
ers,  whether  they  are  syndicated  or 
staff  members.  On  the  back  page,  the 
comics  run  in  the  paper  are  illus¬ 
trated  by  the  leading  character  in  the 
strip. 

HAWKS  WITH  BIRDMEN 

Commander  Frank  Hawks,  cham¬ 
pion  holder  of  point-to-point  air  speed 
records,  announced  May  19  his  per¬ 
manent  connection  with  the  reorgan¬ 
ized  Junior  Birdmen  of  America.  One 
of  its  founders  and  heretofore  execu¬ 
tive  vice-president,  he  becomes  as¬ 
sistant  national  director  in  charge  of 
the  organization,  also  retaining  his 
vice-presidency. 
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Third  Dimension  Is  Used 
In  Jane  Engel  Store  Ads 


the  Jane  Engel  name,  accounted  for 
about  $1,500,000.  Chez  Rosette,  the 
only  other  Manhattan  unit,  did  close 
to  a  million  dollars  worth  of  business. 


Typical  Jane  Engel 
advertisement  em¬ 
ploying  third  dimen¬ 
sion  of  depth  with 
vanishing  point  of 
the  perspective  out¬ 
side  of  the  copy. 


Of  the  other  shops,  about  a  third 
are  owned  outright  by  Jane  Engel 
Dress  Shops,  Inc.,  and  the  rest  partly 
owned,  or  just  merchandized  by  the 
Engel  organization.  Individual  iden¬ 
tity  of  each  shop  is  so  carefully  fos¬ 
tered  that  customers  hardly  ever 
know  it  is  a  member  of  the  chain 
completely  merchandized  from  New 
York,  and  with  its  local  newspaper 
advertising  handled  from  there. 

While  magazine  advertising  has 
helped  the  two  New  York  units,  the 
main  reliance  has  been  on  newspa¬ 
pers,  with  alternate  daily  insertions, 
highly  individualized,  in  the  Times 
and  the  Herald  Tribune,  as  noted, 
with  less  space  for  the  World-Tele¬ 
gram  and  the  Sun. 


NEW  TEXAS  AGENCY 


THAT  THE  MOST  modern  kind  of 

dynamic  advertising,  employing  the 
third  dimension  of  depth,  in  addition 
to  the  usual  two  of  height  and  width, 
i>  practicable  in  newspapers,  is  being 
proved  anew  by  the  Jane  Engel  dress 
shop  chain,  of  66  stores  throughout 
the  country,  using  92  papers. 

The  block  in  the  accompanying 
sample  illustration  is  so  designed  that 
the  vanishing  point  of  the  persi>ective 
is  outside  the  advertisement.  The 
.same  applies  for  the  lettering.  Other 
novelties  have  been  used  by  Martin  O. 
Kahn,  manager  in  charge  of  sales  pro¬ 
motion,  such  as  having  art  work 
sketched  from  above  the  figure,  to 
assure  depth;  emphasis  on  youthful¬ 
ness  of  the  dress  styles  marketed,  and 
the  effort  to  “sell”  the  shop  as  a  style 
center,  rather  than  to  obtain  custom¬ 
ers  by  “reason  why”  copy. 

Of  the  million  dollar  business  of 
Jane  Engel,  Inc.,  only  one  shop  bears 
the  company  name,  at  Madison  Ave¬ 
nue  and  79th  Street,  New  York  City. 
This  store  is  using  the  Neic  York 
Times,  Neiv  York  Herald  Tribune, 


World-Telegram  and  the  Sun.  In 
Boston,  Adem,  Inc.,  is  using  the  Tran¬ 
script  and  the  Herald  Traveler;  in 
Washington,  Charlotte  Parker  is  using 
the  Washington  Post  and  the  Wash- 
ington  Star;  St.  Louis,  Josephine 
Scullin,  Globe  Democrat;  Los  Angeles. 
Josephy,  the  Los  Angeles  Times:  Den¬ 
ver,  Meridot,  the  Rocky  Mountain 
News;  Dallas,  Marie  Lavell,  the  Dallas 
News.  Other  shops  elsewhere  in  the 
chain,  from  coast  to  coast,  use  space 
in  the  pai)ers  of  their  localities  also. 

As  a  result  of  the  newspaper  cam¬ 
paign  in  New  York,  the  Jane  Engel 
sales  on  dresses  and  hats  cleared  the 
stock  in  a  few  days. 

Newspaper  advertising  has  played 
the  all  important  part  in  the  phenom¬ 
enal  success  of  Jane  Engel  Dress 
Shops,  Inc.,  which  the  bearer  of  the 
name  started  with  a  second  floor  store 
in  1930.  The  owner  began  with  $400 
and  no  retailing  experience,  yet  last 
year  the  total  sales  volume  of  the 
chain  that  began  so  humbly  on  a 
shoestring  totaled  about  $10,000,000. 
The  parent  shop,  which  alone  bears 


William  D.  McCabe,  West  Coast  ad¬ 
vertising  man,  has  joined  Arthur  G. 
Werner,  prominent  local  advertising 
agency  executive,  to  form  the  McCabe 
and  Werner  Advertising  Agency,  with 
offices  in  the  Milam  Building,  San 
Antonio,  Tex.  Both  McCabe  and 
Werner  are  native  San  Antonians. 
McCabe  joins  the  new  agency  with  a 
background  of  four  years  in  motion 
picture  production  work.  Werner’s 
most  recent  connection  was  with  the 
Lewis  Advertising  Agency,  San  An¬ 
tonio,  as  an  active  partner. 


N.  Y.  AD  WOMEN  ELECT 


M  iss  Helen  Hayes  Peffer,  managing 
editor.  Refrigerating  Engineer,  was 
installed  as  president  of  the  Advertis¬ 
ing  Women  of  New  York,  Inc.,  for 
the  1938-’39  season,  at  a  dinner  May 
17  at  the  organizations'  club  rooms, 
23  Park  Avenue,  New  York.  Other 
officers  inducted  were;  Katharine 
Clayberger,  associate  editor.  Woman's 
Home  Companion,  vice-president; 
Miss  May  O’Connor,  Sackett  Service 
Inc.,  recording  secretary:  Miss  Eu¬ 
genie  Stamler,  space  buyer.  Biow 
Company,  treasurer.  and  Miss 
Doris  H.  Ti.sdale,  corresponding  secre¬ 
tary. 


Stahlman  Reappoints 
Ad  Bureau  Committee 


Reappointment  of  the  Committee  in 
Charge  of  the  Bureau  of  Advertising, 
American  Newspaper  Publishers  As¬ 
sociation,  by  James  G.  •  Stahlman. 
ANPA  president,  was  announced 
Monday  by  William  A.  Thomson,  Di¬ 
rector  of  the  Bureau. 

The  committee  consists  of  Edwin 
S.  Friendly,  New  York  Sun,  chairman: 
Col.  Julius  Ochs  Adler,  New  York 
Times;  George  C.  Biggers,  Atlanta 
Journal;  H.  M.  Bitner,  Hearst  News¬ 
papers;  Frank  H.  Burgess,  LaCrosst 
Tribune;  Norman  Chandler,  Los  Aii- 
geles  Times;  William  G.  Chandler, 
Scripps-Howard  Newspapers;  Henry 
H.  Conland,  Hartford  Courant;  Ken¬ 
neth  C.  Hogate,  Wall  Street  Journal: 
Frank  G.  Huntress,  San  Antonio  Ex¬ 
press  and  News;  F.  I.  Ker,  Hamilton 
Spectator;  Col.  Frank  Knox,  Chicago 
Daily  News. 

John  E.  Lutz,  Newspaper  Repre¬ 
sentatives  Assn,  of  Chicago;  W.  E 
Macfarlane,  Chicago  Tribune;  Ray  H 
McKinney,  Newspaper  Representa¬ 
tives  Assn,  of  New  York;  Roy  D 
Moore.  Brush-Moore  Newspapers; 
Fleming  Newbold,  Washington  Star 
David  B.  Plum,  Troy  Record:  Harry 
D.  Reynolds,  Newspaper  Representa¬ 
tives  Assn,  of  New  York;  A.  G.  Ruth- 
man,  Newspaper  Representatives 
Assn,  of  Chicago;  Fred  Schilplin,  St 
Cloud  (Minn.)  Times-Joumal;  S  E 
’Thomason,  Chicago  Daily  Times 
Frank  E.  Tripp,  the  Gannett  News¬ 
papers,  and  S.  R.  Winch,  Oregon 
Journal. 


C.C.A.  CHANGES  POUCY 


Directors  of  Controlled  Circulation 
Audit,  Inc.,  which  audits  the  con¬ 
trolled  circulation  of  business,  profes¬ 
sional  and  trade  papers,  voted  May  9 
to  make  eligible  to  membership  pub¬ 
lications  having  a  paid  circulation  of 
less  than  50^f.  The  new  CCA  report 
will  include  a  quantitative  analysis 
of  the  entire  di.stribution  of  the  paper 
whether  paid  or  free.  By  this  action, 
every  business  and  trade  paper  is 
now  eligible  for  independent  audit 
either  by'  the  Audit  Bureau  of  Circu¬ 
lations  or  CCA. 


Steamship  Ads  Hit 
Europe  War  Scares 


Newspaper  Ads  Bring  40% 
Increase  In  Shoe  Sales 


DOGGIE  DINNER  DRIVE 

Featuring  an  f)ffer,  whereby  a  dog 
owner  who  turns  in  12  labels  from 
Doggie  Dinner  containers  receives  a 
certificate  entitling  him  to  take  his 
dog  to  a  lf>cal  veterinarian  for  a  free 
examination,  Loudon  Packing  Co., 
Terre  Haute,  Ind.,  is  using  metropol¬ 
itan  newspapers  in  an  intensive  ad¬ 
vertising  drive,  which  is  expanding 
from  month  to  month.  'Tlie  account 
is  placed  by  Reincke-Ellis-Young- 
green  &  Finn,  Chicago. 


CONVINCED  that  “results  can  be  more  speedily  accomplished 
by  newspapers  than  any  one  medium,”  E.  M.  Daniels, 
advertising  and  sales  manager.  United  States  Shoe  Corpora¬ 
tion,  Cincinnati,  announced  May  18  a  new  newspaper  advertis¬ 
ing  campaign  to  promote  Red  Cross  Shoes.  Tentative  plans 
call  for  a  40  per  cent  increa.se  in  its  newspaper  expenditures, 
he  told  Editor  &  Publisher. 

’The  new  campaign,  being  launched  city  newspapers,”  Mr.  Daniels  said. 
May  2^,  will  use  color  gravure  pages  "Our  previous  campaign  in  news- 
in  a  half-dozen  cities,  including  New  papers  brought  unquestioned  results. 
York.  One  of  the  largest  ever  con-  The  keynote  of  past  advertising  was 
ducted  by  a  shoe  manufacturer,  it  is  the  youthful  style  in  Red  Cross  shoes. 


Full  page  advertisements  decrying 
the  European  “war  scare  recently  cm 
phasized  in  the  American  press"  are 
being  placed  currently  hv  Cunard 
White  Star  Ltd.,  steamship  line,  in 
New  York  newsp:»cers 

The  campaign  was  inaugurated  with 
a  full  page  advertisement  in  the  May 
8  issue  of  the  New  York  Times.  Fur¬ 
ther  insertions  will  bo  placed  in  the 
Sunday  magazine  .section  of  the  Times 
and  in  “This  Week,”  Sunday  Maija- 
zine  Section  of  the  Ncic  York  Herald 
T  ribune. 

In  its  copy  the  steanjship  company 
stresses  the  “war  scare”  theme  m 
the  form  of  a  memorandum  attached 
to  the  advertisement  with  a  paperclip. 
“Cunard  White  Star  Ltd.  believes  that 
the  European  ‘war  .scare'  has  been 
greatly  overplayed  in  the  American 
press.  There  is  far  more  inflamed 
talk  in  the  United  States  than  abroad 
.  .  .  which  unfairly  obscures  the  real 
and  cordial  welcome  that  Europe  ex¬ 
tends  to  the  American  traveler,’’  the 
memorandum  points  out.  Attention 
also  is  focussed  on  the  attractive 
travel  rates  offered  the  summer  tour¬ 
ist.  A  wide  range  of  routes  and  sail¬ 
ings  completes  the  copy. 


reported  to  be  the  result  ot  a  45''! 
increase  in  sales  following  the  firm’s 
first  nation-wide  advertising  schedule 
in  newspapers  this  year.  Stockton, 
West,  Burkhart,  Inc.,  Cincinnati, 
places  the  advertising 


This  dramatic  appeal  will  be  contin¬ 
ued  and  emphasized  in  our  fall  cam¬ 
paign  and  I  believe  that  results  can 
be  more  speedily  accomplished  by 
newspapers  than  any  one  medium. 
‘Proof  of  this,  of  course,  lies  in  our 


Red  Cross  shoe  advertising  in  substantial  increase  in  newspaper  ad- 


newspapers  will  be  tremendously  in¬ 
creased  for  the  coming  fall  season, 
including  not  alone  black  and  white 
and  large  space  in  rotogravure,  but 
dominant  four-color  full  page  ads  in 
leading  rotogravure  sections  of  key 


vertising.  We  are  actually  planning 
on  further  increased  sales  this  fall, 
not  alone  because  of  expansion  of 
our  Red  Cross  shoe  line  as  of  itself, 
but  because  of  results  we  anticipate 
from  newspaper  advertising.” 


PEACH  GROWERS'  DRIVE 


About  25  North  Carolina  peat-' 
growers  met  in  Columbia,  N.  C..  13-“! 
weekend  to  map  a  national  adverth; 
ing  campaign.  Those  present  agr«<i 
to  contact  every  grower  in  the  sti't 
and  attempt  to  collect  one  and 
half  cents  per  bushel  grown  for 
campaign.  They  plan  to  call  anoth*-' 
meeting,  when  and  if  50'Jf  of  the 
tonnage  in  the  state  is  signed  up.  ^ 
the  purpose  of  considering  an  ad  oe 
ganization  and  agency.  It  was  point** 
out  at  the  meeting  that  peach  coe 
sumption  has  declined  30^y  in  the  !>*• 
20  years  while  highly  advertised  o'" 
rus  fruit  has  grown  rapidly. 
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The  ADVERTISING  SURVEY 

By  WARREN  L.  BASSETT 


They  don’t  crack.  They  don't  tar¬ 
nish  in  the  laundry.  .  .  .” 

Patrick  also  wrote  the  “Gentlemen, 
a  shirt  awaits  without”  ad  quoted  be¬ 
low. 


Resor  Sees  Advertising 
As  Form  of  Education 

Boston.  May  17  —  Serious  unem¬ 
ployment  will  always  burden  the  na¬ 
tion’s  progress  unless  surplus  labor  is  ALL  WEEK  we  have  been  sidling  up  It  turned  out  that  the  Arrow  copy  is  Appearing  Only  in  N.  Y.  Times 
turned  to  producing  new  goods  or  tQ  horses  and  trying  to  start  a  con-  being  written  by  two  very  serious 
strvices  which  advertising  makes  the  versation.  And  without  much  luck,  young  men,  Ted  Patrick  and  George 
people  desire  as  necessities,  Stanley  either.  Gribbin.  It  was  Gribbin  who  told  the 

Resor,  president  of  the  J.  Walter  Horses,  we  find,  are  not  very  con-  sad  story  about  Joe.  He  also  wrote 

versational  at  this  time  of  year,  and  ^l^'s  one  about  Horace: 


Thompson  Co.,  advertising  agency. 

New  York,  told  the  Harvard  School 
ol  Business  Administration  last  week. 

“I  look  upon  advertising  as  an  edu¬ 
cational  force  which  through  creation 
of  desires,  helps  to  stabilize  industry 
and  helps  to  insure  higher  standards 
of  social  security  and  welfare  along 
with  greater  material  abundance,” 

Mr.  Resor  said. 

"Education  of  the  public  to  the  use 
of  such  improvements  as  central  heat¬ 
ing,  electric  refrigeration,  home  in¬ 
sulation.  entertainment,  television, 
travel,  telephones,  air  conditioning,  is 
essential  in  order  that  labor  freed  by 
mechanization  of  other  industries  can 
he  speedily  reemployed. 

"One  of  the  various  forms  of  edu¬ 
cation  and  by  no  means  the  least  in 
alult  education,  is  advertising,  which 
hears  a  large  share  of  the  burden  of 
ffeation  of  desires  for  commodities 
and  .services,”  Mr.  Resor  pointed  out. 

■  , 

English  Sales  Letters 
Mfailed  in  New  York 

Washington,  D.  C.,  May  17 — A  novel 
[Ian  for  direct  mail  advertising  which 
itilized  a  New  York  City  address  to 
tircularize  European  customers  of  a 
British  shoe  concern,  has  presented  a 
lew  use  for  the  facilities  of  this 
tountry's  first  “foreign  trade  zone,”  horse. 


some  of  ’em  are  just  a  little  ugly  about 
it  all. 

It  wasn’t  a  touch  of  May  madness, 
but  the  result  of  an  advertisement  in 
the  New  York  Times.  Times’  ads 


M\  Iriciiil.  .liH.  I  liiltncN. 


I  \  K  Ui  i\\  sll  I  l<  1  '  i 

have  done  a  lot  of  things  for  a  lot  of 
people  but  this  is  the  first  time  one 
has  ever  made  us  want  to  talk  to  a 


it  Stapleton,  Staten  Island. 

Discus.sing  the  development,  the 
Department  of  Commerce  reports: 

“In  addition  to  providing  a  place 
for  handling  transshinment  and  re¬ 
export  business,  and  for  sorting, 
trading,  cleaning,  assembling,  curing, 
»nd  repacking  imported  commodities, 
the  zone  has  recently  proved  to  be 
of  value  in  a  slightly  different  way — 
as  a  terminal  for  executing  a  novel 
advertising  experiment.  Eighty-one 
thousand  letters,  printed,  assembled 
and  addressed  in  England,  were 
shipped  to  this  country  and  taken  to 
the  zone  for  stamping.  The  envelopes 
bore  the  imprint  of  a  Manhattan 
hotel,  and  were  addressed  to  pros¬ 
pective  European  clients  of  an  En¬ 
glish  shoe  manufacturer.  The  thought 
has  been  expressed  by  the  press  that 
the  English  company  felt  that  there 
would  be  fewer  consignments  of  the 
letters  to  the  waste  basket  before  they 
were  opened  if  mailed  in  New  York.” 

BEST  TWINs'tWINNED 

Detroit,  May  17 — Twins,  a  boy  and 
a  girl,  were  born  to  Mrs.  Van  Be.st 
May  16.  The  father.  Van  Best,  is  the 
founder  of  Van  Best  &  Associates, 
publishers  representatives  of  Detroit, 
and  brother  of  Hil  F.  Best  of  Detroit, 
writer  for  Editor  &  Publisher.  Twin 
.sons  were  bom  to  Mrs.  Hii  F.  Best  on 
May  16,  1931,  in  Nurses  and  Childs 
Hospital  in  New  York.  Her  husband 
commented  today  that  May  16  seems 
to  be  a  good  day  in  the  Best  families. 

tipper  opens  office 

Harry  Tipper,  an  authority  on  for¬ 
eign  trade,  formerly  vice-president 
and  general  sales  manager  of  the 
General  Motors  export  division,  has 
oiganized  the  World  Trade  Service, 
with  offices  at  76  Beaver  St.,  New 
York,  an  organization  which  will  fur- 


’The  copy  in  question  hit  a  new  high, 
we  think,  in  paid  space  fantasy  and 
was  designed  to  sell  Arrow  shirts. 

“My  friend,  Joe  Holmes,  is  now 
a  horse,”  was  the  bland  and  slightly 
macabre  first  statement,  and  went  on: 

Joe  always  said  when  he  died 
he’d  like  to  become  a  horse. 

One  day  Joe  died. 

Early  this  May  I  saw  a  horse 
that  looked  like  Joe  drawing  a 
milk  wagon. 

I  sneaked  up  to  him  and  whis¬ 
pered,  “Is  it  you,  Joe?” 

He  said,  “Yes,  and  am  I  happy!" 

I  said,  “Why?” 

He  said,  “I  am  now  wearing  a 
comfortable  collar  for  the  first 
time  in  my  life.  My  shirt  collars 
always  used  to  shrink  and  murder 
me.  In  fact,  one  choked  me  to 
death.  That  is  why  I  died!” 

‘“Goodness,  Joe,”  I  exclaimed. 
“Why  didn’t  you  tell  me  about 
your  shirts  sooner?  I  would  have 
told  you  about  Arrow  shirts.  The;/ 
never  shrink.  Not  even  the  ox¬ 
fords.” 

“G’wan,”  said  Joe.  "Oxford's 
the  worst  shrinker  of  alt!” 

“Maybe,”  I  replied,  "but  not 
Gordon,  the  Arrow  oxford.  I 
know.  I'm  wearing  one.  It’s  San- 
forized-shrink-proof.  Besides,  it's 
cool.  Besides,  this  creamy  .shade 
I  chose  is  the  newest  shirt  color. 
bamboo.” 

"Swell,”  said  Joe.  "My  bo..,.- 
needs  a  shirt  like  that.  I'll  tell 
him  about  Gordon.  Maybe  he’ll 
give  me  an  extra  quart  of  oats. 
And,  gosh,  do  I  lov'e  oats!" 

Placed  by  Young  &  Rubicam 

JOE  REALLY  knocked  us  for  j 
loop. 

We  hurried  over  to  Young  &  Rubi- 


NOW  HORACE  IS  THE 
SMARTEST  STATUE  IN  NEW 
YORK. 

"  I  find,”  Horace  Greeley  told  our 
reporter  last  Tuesday,  “certain 


Ikitton,  button, 
e'\ c  gui  the  billion! 


nish  a  special  interpretive  service  of  cam  which  is  placing  the  copy  to  find 
international  trade  news.  out  more  about  Joe  and  his  creator. 


THE  ARROW  campaign,  all  written 
with  suave  humor,  is  running  only 
in  New  York  and  only  in  the  "Times, 
once  a  week.  It  started  in  March 
and  about  eight  ads  have  been  placed 
measuring  four  columns  by  150  lines. 

It  is  the  first  direct  newspaper  copy 
placed  by  Arrow,  which  heretofore 
has  relied  on  magazine  space  and 
newspaper  ads  placed  by  dealers 
over  the  dealers’  names.  Mats  were 
furnished  by  Arrow. 

Upwards  of  $10,000  is  being  spent 
by  Arrow  on  Joe  Holmes  and  assorted 
whimsies,  and  if  the  campaign  is  suc¬ 
cessful,  which  it  apparently  is  judging 
from  the  comment  it  has  created,  other 
New  York  papers  will  be  used,  and 
possibly  papers  in  other  cities. 

Patrick  and  Gribbin  refused  an  of¬ 
fer  to  pontificate  on  the  subject  of 
humor  in  advertising  copy. 

“After  all,  you  can’t  be  terribly 
solemn  about  a  shirt,”  Patrick  said. 
“We  didn’t  want  to  yell  in  big  type 
about  Arrow's  merits,  but  we  did  want 
to  attract  attention  and  discuss  in  a 
light  friendly  way  the  pins,  the  but¬ 
tons,  the  non-shrink  collar,  the  styl¬ 
ing  and  the  fabric  quality.  We  feel 
that  we  are  making  friends  of  the 
people  who  read  the  copy.” 

The  following  excerpts  show  the 
light  touch  in  other  Arrow  ads: 

WE  FEEL  BAD  ABOUT 
VIOLETS. 

Poets  always  call  the  violet,  the 
shrinking  violet. 

That's  our  idea  of  an  awful 
name.  We  feel  bad  about  anything 
that  shrinks — but  chiefly  shirts. 

So  we’ve  spent  our  life  making 
the  shirt  that  doesn’t  shrink,  the 
ARROW  shirt  .  .  . 

GENTLEMEN,  A  SHIRT 
AWAITS  WITHOUT.  .  .  . 

The  ARROW  shirt  awaits  with¬ 
out!  Without  what? 

Without  shrinkage.  Without 
rampant  collar!  Without  bunches 
at  your  waist!  Without  sleeve.s 
that  trail  in  your  soup.  Without 
fickle  buttons.  .  .  . 

Illustrations  for  the  Arrow  series 
have  been  drawn  by  Richard  Decker, 
much  of  who.se  work  has  appeared  in 
the  New  Yorker,  and  Loren  Cixik. 
George  Phillips  is  the  Arrow  advertis¬ 
ing  chief. 

John  M.  Anthony,  noted  cartoonist 
who.se  work  has  appeared  in  Collier's, 
Saturday  Evening  Post,  and  Judge. 
was  responsible  for  the  layout  and 
general  art  treatment  of  the  Arrow 
campaign. 

Ted  Patrick  has  been  a  member  of 
reveal  (/ualit;/  in  a  .shirt,’  the  copy  Young  &  Rubicam  copy  staff  for 

said.  "Little  everyday  things  like  jq  years.  He  is  a  native  of  Ruther- 
buttons.  When  it  comes  to  buttons,  ford,  N.  J.,  and  joined  the  Ruther- 
Arrow  Shirts  have  really  got  some-  ford  Republican,  a  weekly,  as  a  re- 
thing.  These  Arrow  buttons  are  porter  after  leaving  high  school.  He 
.specially  selected,  white  as  the  pearls  Jater  worked  on  Miami  (Fla.)  Life 
‘round  a  queen's  neck,  sturdy  as  steel,  other  newspapers  before  joining 

Young  &  Rubicam. 

Gribbin  is  a  graduate  of  Stanford 
University,  Class  of  1929,  and  first  en¬ 
tered  advertising  with  the  Hudson 
department  store  in  Detroit.  He  has 
been  a  Y.  &  R.  staff  member  for  two 
and  one-half  years. 

OPEN  NEW  STUDIOS 

Robert  J.  Lovell  Associates,  adver¬ 
tising  artists,  have  opened  their  new 
studios  at  521  Lexington  Avenue,  New 
York.  Mr.  Lovell  was  formerly  with 
the  Butterick  Publishing  Company 
and  Pettingell  and  Fenton  Advertis- 


\RKI)\V  SHIKTS 


disadvantages  about  being  a  statue 
in  Herald  Square. 

"I  get  tired  of  sitting  down.  It’s 
draughty.  I  have  no  privacy  at 
all.  On  the  other  hand,  I  like  my 
cast  iron  shirt.  Although  it  is 
not  handsome  like  yours,  it  never 
shrinks.” 

“Pardon  me,  Horace,”  our  man 
replied,  "but  you  are  a  dope.  The 
shirt  I  have  on  will  never  shrink. 

It  is  an  ARROW  shirt.  Arrow 
shirts  are  Sanforized,  guaranteed 
not  to  shrink.”  And  with  that,  he 
turned  on  his  heel  and  left. 

A  few  moments  later  he  heard 
a  clanking  behind  him.  Horace’s 
bronze  hand  tapped  him  on  the 
.shoulder,  and  a  husky  voice  said: 
"Where  can  I  get  these  ARROW 
shirts  that  don’t  shrink”? 

The  reporter  told  him  and  the 
last  he  saw  of  Horace,  he  was 
giving  $2  to  the  clerk  for  a  size 
16  ARROW. 

Patrick  has  created  some  wows  too. 
He  wrote  the  magnificent  monograph 
on  the  Arrow  button,  headed:  “But¬ 
ton,  button,  we've  got  the  button!” 

"Just  as  little,  everyday  things  re¬ 
veal  character  in  a  person,  so  do  they 


George  Gribbin 


Ted  Pafricic 
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Linage  Index  Dropped 
Sharply  in  April 

Department  Stores  Did  Not  Attain  Expected 
Volume  from  Easter  Trade  .  .  . 

Automotive  Dived  Again 


THE  UPWARD  trend  in  the  April 
stock  market  was  not  reflected  in 
newspaper  linage  statistics  for  the 
same  month.  Actual  linage  increased 
just  perceptibly  over  the  March  total, 
and  dropped  16.2%  from  the  total 
volume  in  April,  1937.  The  Editor  & 
Publisher  Index  slipped  off  from  96.5 
in  March  to  93.3  in  April.  Retail  and 
general  advertising  both  showed  gains 
in  the  Index,  though  behind  last  year's 
totals,  but  automotive,  which  had  dis¬ 
played  encouraging  strength  in  March, 
slipped  off  in  April  to  almost  its  low 
for  the  year,  made  in  January. 

Easter  did  not  bring  the  expected 
impetus  to  department  store  advertis¬ 
ing,  which  rated  99.8  in  the  Index, 
against  103.8  in  March.  Department 
stores,  however,  made  the  best  relative 
showing  of  any  class  of  advertising 
for  the  month,  in  the  reports  for  52 
cities  by  Media  Records,  Inc.,  upon 


which  these  calculations  were  based. 
Its  loss  against  April,  1937,  was  only 
8.9%,  while  general  slipped  off  27.5%, 
automotive  37.6%,  financial  34.3%. 
Classified,  which  has  been  holding  its 
own  better  than  any  other  classifica¬ 
tion,  declined  in  the  Index  from  116.1 
in  March  to  108.7  in  April,  and  lost  12.2 
per  cent  from  last  April’s  showing. 

If  the  current  trend  in  stock  and 
commodity  values  is  maintained,  it  is 
probable  that  the  low  f>oint  in  news¬ 
paper  linage  for  the  current  slump 
has  either  been  passed  or  is  near  at 
hand. 

Radio  broadcast  advertising  to¬ 
talled  $5,924,230  for  April,  1938,  a 
decrease  of  2%  from  the  April,  1937, 
record  of  $6,041,493. 

Magazine  advertising,  reported  by 
Publishers’  Information  Bureau,  to¬ 
talled  $15,216,246,  a  decrease  of  10% 
from  last  April’s  total  of  $17,059,312. 


Jewell  Renamed  President 
of  N.  E.  Newspaper  Assn. 

Other  Officers  Reelected  .  .  .  Managing  Editors 
Discuss  News  Handling  and  Economies  .  .  . 
"Breaking  Point  Plan"  Explained 
By  MAXWELL  FOX 


BOSTON,  May  17 — Edmund  F.  Jewell 
of  the  Manchester  (N.  H.)  Union 
and  Leader  completed  his  three-phase 
program  of  his  first  term  as  president 
of  the  New  England  Newspaper  Asso¬ 
ciation  today  when  he  was  also  re¬ 
elected  to  that  office  by  the  publishers 
in  their  annual  meeting  at  the  Copley 
Plaza. 

George  B.  Utter.  Westerly  (R.  I.) 
Sun,  was  re-elected  vice-president,  as 
were  these  officers:  Stanley  T.  Black, 
Pawtucket  (R.  I.)  Times,  secretary; 
Charles  L.  Fuller,  Brockton  (Mass.) 
Enterprise,  treasurer.  Frank  E. 
Phillips  of  Worcester  was  again  ap¬ 
pointed  manager. 

New  Board  of  Governors 
James  M.  Langley,  Concord  (N.  H.) 
Monitor;  Alex  H.  Rogers,  Lawrence 
(Mass.)  Eagle-Tribune;  William  G. 


Spence.  Lowell  (Mass.)  Courier-Citi¬ 
zen;  William  Dwight,  Holyoke  (Mass.) 
Transcript;  Franklin  B.  Hurd,  Provi¬ 
dence  (R.  I.)  Journal-Bulletin;  Leroy 
B.  Noble,  Rutland  (Vt.)  Herald;  Ron¬ 
ald  H.  Ferguson,  Manchester  (Conn.) 
Herald;  and  Julius  Mathews,  Bidde- 
jord  (Me.)  Journal,  constitute  the 
new  board  of  governors. 

New  England  managing  editors 
joined  the  publishers  at  luncheon  and 
four  of  their  group  expressed  their 
ideas  on  piertinent  topics  concerning 
present  -  day  newspaper  operation. 
John  Monoghan,  Pawtucket  Times, 
spoke  on  “Flow  of  Copy’";  Edward  J. 
Delaney,  Fall  River  Herald  News,  on 
“Condensation  of  News”;  Robert  M. 
Blood,  Manchester  (N.  H.)  Union 
Leader  on  “Streamlining”;  and  M.  H. 

Williams,  Worcester  Telegram  -  Ga¬ 


zette,  on  possibilities  of  saving  news¬ 
print  costs  by  narrowing  page  widths. 

Monoghan  said  his  paper  had  im¬ 
proved  operating  efficiency  and  had 
effected  economies  by  working  toward 
a  freer  flow  of  copy.  Some  of  the 
short  cuts:  eliminating  titles  of  car¬ 
toons,  working  the  paper  “from  the 
rear,”  setting  up  flexible  deadlines  so 
that  copy  could  be  thoroughly  edited 
(saving  unnecessary  makeovers). 

Aided  by  Reader  Survey 

Delaney  said  that  his  paper,  before 
reducing  non-advertising  space,  con¬ 
ducted  a  survey  in  Fall  River  to  de¬ 
termine  what  its  readers  sought  first. 
The  results  were  quite  illuminating, 
he  said,  because  a  preliminary  survey 
among  the  Herald  News  employes  told 
a  vastly  different  story.  “It’s  easy  to 
make  up  a  newspaperman’s  paper,  but 
you  have  to  sell  your  news  to  the 
public,”  he  warned  in  suggesting  that 
other  editors  make  surveys  before 
making  drastic  news  policy  revisions 
in  economy  drives. 

The  readers,  he  said,  liked  local 
news  best,  a  page  of  world  pictures 
next,  and  local  pictures  third.  When 
the  Herald  News  condensed  its  non¬ 
advertising  space,  it  maintained  its 
usual  coverage  of  local  news,  al¬ 
though  stories  were  boiled  down. 
“Don’t  consider  immediately  cutting 
down  your  editorial  staffs.  Eliminate 
some  features  first.  There’s  a  ten¬ 
dency  for  newspapers  to  become  more 
and  more  like  daily  magazines.” 

Cuts  Down  on  "Hooey" 

Delaney  said  he  had  cut  down  on 
“some  of  the  hooey”  in  covering  minor 
local  social  events,  but  did  not  elimi¬ 
nate  names.  The  Herald  News  con¬ 
siders  names  so  important  that  when 
more  than  five  names  are  run  in  a 
story,  each  one  is  given  a  separate 
line.  There  have  been  instances,  he 
said,  of  running  even  full  pages  of 
names  with  this  setup.  “People  like 
to  find  their  own  names  in  stories.  If 
they’re  all  crammed  into  paragraph 
form,  they’re  not  easy  to  locate.  Our 
readers  like  the  single  line  makeup 
and  we  think  it  pays.” 

Robert  Blood,  Manchester  Union- 
Ijeader,  likened  streamlining  to  the 
thrifty  Yankee  woman  he  knows  who, 
instead  of  spending  money  on  a  vaca¬ 
tion,  rearranges  her  bed  to  get  a 
change  of  scene.  “That’s  all  stream¬ 
lining  does.” 

C.  E.  Jesseman,  circulation  manager. 
Concord  (N.  H.)  Monitor,  presented 
to  the  morning  meeting  the  formula 
for  his  “Breaking  Point  Plan.”  His 
rule: 

Avg.  daily  expense  (Av.  daily  circ. 
&  misc.  income)  -h  Adv.  Revenue  per 
Inch  =  B.P. 

“In  our  example  the  average 
daily  expenses  for  an  entire  plant  are 
$506.53.  From  this  we  deduct  income 
received  from  circulation  and  sources 
other  than  advertising  ($87.75).  We 


have  a  balance  of  $418.66.  which  L< 
the  amount  of  revenue  that  must  be 
derived  from  advertising  sources 
daily  before  any  profit  is  made  by  the 
publisher. 

“The  average  gross  revenue  per  incl 
for  all  classifications  of  advertising 
in  our  example  is  .41 — and  dividing 
this  revenue  per  inch  into  necessary 
revenue  limit  of  $418.66  gives  us  1,021 
which  is  the  total  number  of  inches 
of  advertising  necessary  daily  to  breai 
even. 

“The  publisher  can  visualize  daily 
or  for  any  period  whether  he  is  aheac  i 
or  behind  schedule.  He  can  tell  ho»  i 
much  his  gain  or  loss  is  in  terms  oi' 
dollars  through  this  method: 

Actual  Linage  (B.P.  X  No.  of  Days) 
X  Revenue  per  Inch  =  Profit  or  Loss  I 

“Here  is  a  10-day  example: 

1.021" — Rreakiiig  Point  ' 

X  10  — \o.  Days 

10.210” 

11.000" — Actual  l.iii.aef 

790" — Profit  in  Indies 

X  .41  — Kevenne  pt*r  Inch 

$323.90  — Xet  profit  for  10  days 

“This  rule  is  accurate  to  a  fractior 
of  1%.  When  the  B.P.  factor  is  used 
as  a  base  it  should  be  revised  fre¬ 
quently  on  basis  of  actual  experience 
to  keep  it  adjusted  to  trends  or 
changes.” 

John  T.  Lambert  of  the  Boston 
American- Advertiser,  Basil  Brewer  of 
the  New  Bedford  Standard  Times,  and 
Sherman  H.  Bowles  of  the  Springfield 
Newspapers  were  appointed  a  legisla¬ 
tive  committee  by  President  Jewell  to 
study  proposed  legislation  that  may 
affect  newspapers.  Committees  from 
other  states  will  also  be  appointed. 

ROY  BROWN  RETIRES  ’ 

Roy  W.  Brown  has  resigned  as  edi¬ 
tor-in-chief  of  the  Vancouver  (B.  C.) 
Daily  Province,  the  papier  announced 
May  12,  and  he  has  retired  from  active 
newspapier  work.  His  successor  has 
not  yet  been  named.  Mr.  Brown  was 
quoted  by  the  Province  as  stating 
“there  had  been  exchanged  the  kind¬ 
est  expression  of  goodwill  and  mutual 
esteem  between  M.  E.  Nichols,  manag¬ 
ing  director,  and  himself  with  officia-' 
of  the  Southam  Publishing  Co.”  Wdh 
the  Province  since  1901,  Mr.  Bro« 
began  his  editorial  career  one  nipt 
44  years  ago  when  as  an  office  h? 
from  the  business  office  he 
pressed  into  service  after  the  Van¬ 
couver  News- Advertiser  staff  went® 
a  holiday.  His  greatest  newspa?* 
beat  was  the  sinking  of  the  coa.^ 
steamer  Princess  Sophia  in  the  Ly® 
Canal  in  October,  1918.  Every 
of  the  398  piersons  aboard  pierish® 
and  Brown’s  story  of  the  disas®- 
published  on  the  strength  of  a  frie®* 
tip,  was  verified  by  shipping 
an  hour  after  it  appieared.  althouP 
they  had  previously  denied  it. 
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relatively  better  than  in  many  cities 
. . .  that  it’s  off  about  53^%  as  against 
8%  for  the  country  as  a  whole. 


Xn  New  York  City,  department 
stores’  advertising  figures  are  saying 
that  the  New  York  Herald  Tribune 
is  more  important  to  them  than  it 
ever  has  been  in  history — for  the 
Herald  Tribune’s  first  4  months’ 
department  store  linage  is  higher 
than  for  any  like  period  before  .  .  . 
higher  despite  the  fact  that  less 
store  advertising  is  appearing  in 
New  York  papers. 


In  the  last  depression,  many  mer¬ 
chants  sought  relief  from  falling 
sales  in  the  distress-merchandise 
selling  levels. 


At  the  present  time.  New  York 
merchants  are  hitting  harder  for 
business  at  those  levels  where  more 
business  continues  to  be  .  .  .  where 
income  and  earnings  guarantee  that 
regular  spending  will  go  on. 


In  the  same  market,  estimates  based 
on  Federal  Reserve  reports  say  that 
New  York  department  store  busi¬ 
ness  for  the  first  4  months  is 


Sensible  for 


advertiser,  isn’t  it.^ 


NEW  YORK 


Picture  shows  section  of  main  floor  of  B.  Altman 
•S'  Co  ,  Fifth  Avenue  department  store  which  has 
just  announced  a  million-dollar  expansion  program. 


A  European  edition  is  published  daily  in  Paris 


g  reported  that  he  could  get  no  in- 

~ ^  ^  formation  about  the  bull. 

m  Then  he  learned,  to  his  enlighten¬ 

ment,  that  a  papal  bull  is  an  official 
church  document  from  Rome. 

A  CERTAIN  re-write  man  of  a  Phil¬ 
adelphia  newspaper  walked  into  his 
office  one  morning  several  months  ago, 
rolled  up  his  sleeves  and  sat  down 
behind  his  typewriter,  ready  to  take 
his  first  assignment  of  the  day. 

"Here, - ,”  cried  the  city  editor 

to  the  re-write  man,  "is 
crime  story  of  the  year, 
can,  we’re  going  to  give  it  a  ride. 

A  district  police  reporter  was  on  head: 
the  telephone.  WOMAN  SHOT 

Excitedly,  he  told  of  the  arrest  at  BY  DECEIASED 

3  A.  M;  that  morning  of  Richard  IS  RECOVERING 

(Dixie)  Davis,  alleged  successor  to  the  The  story  told  of  a  negro  who  shot 
late  Dutch  Sdiultz  in  the  $1,000,000  woman  and  then  killed  himself. 

New  York  City  policy  game  racket.  mnu-rr  w "  ♦  j-.  / 

Arrested  with  Davis  were  his  former  JOHN  BENTLEY,  sports  editor  for 
Broadway  showgirl,  red-haired  Hope  Nebr^ka  State  Journal,  Lin- 

Dare,  with  whom  he  had  been  living,  col",  got  a  hotter  tip  on  the  Kentucky 
and  his  bodyguard,  George  Weinberg.  Derby  than  ever  came  from  the  stables 
Davis  had  been  the  object  of  a  nation-  direct  Before  the  race  was  run  he 
wide  search  bv  nolice  for  almost  a  was  checking  over  the  art  available 


THE  FOLLOWING  head  line  ap 
peared  in  the  Eagle-News  of  Rough' 
keepsie,  N.  Y.,  May  11: 

7  ALCOHOL  BOTTLES 

FOUND  BY  DEAD  MAN 


Franklin,  which  was  sculptured  ; 
through  the  gift  of  $100,000  by  the 
the  biggest  FURTHER  ACTIVITIES  of  the  mori-  late  William  L.  McLean,  Sr.,  for  many  | 
Get  all  you  bund  were  reported  in  the  Athens  years  publisher  of  the  Philadelphia 
(O.)  Messenger  recently  in  this  sub-  Evening  Bulletin,  was  a  feature  of ; 

ceremonies  this  week  at  Franklin  In-  I 
stitute,  Philadelphia. 

The  statue,  by  James  Earle  Fraser,  | 
noted  Connecticut  sculptor,  is  a  seated 
a  figure  of  Franklin  in  "Seravezza”  I 
white  marble.  It  is  approximately  ‘ 
twice  life  size  and  stands  on  a  pedes-  ] 
tal  of  Rose  Aurora  marble.  The 
statue  rises  about  18  feet  above  the  i 
level  of  the  floor  in  Franklin  Institute. ! 

Dedicatoiy  services  for  the  Frank-  j 
lin  Memorial  continued  for  three  | 
days  this  week.  The  program  began  I 
and  the  only  horse’s  picture  he  didn’t  Thursday  and  continued  until  Satur- 
have  was  Lawrin.  day  evening  when  former  President 

He  shagged  to  the  nearest  book  with  Herbert  Hoover  was  scheduled  to 
$2.  The  rest  is  history.  speak. 

As  a  part  of  the  program,  the  Poor 
Richard  Club  of  Philadelphia  was 
host  at  a  dinner  Thursday  evening 
ill  the  Institute.  Many  widely  known 
advertising  men  of  Philadelphia  at¬ 
tended.  The  principal  speaker  was  i 
Secretary  of  Commerce  Daniel  C.  i 
Roper.  1 


TREMENDOUS  goings-on  in  Bloom¬ 
ington,  Ill.,  as  reported  in  a  Panta- 
yraph  headline.  May  16: 

NEAR  RIOT  FLARES 

AS  BLOOMERS  SPLIT 
The  Bloomers,  we  hasten  to  add, 


WASHINGTON.  D.  C. 

Is  a  Six  Hundred  Million  Dollar  Markel 


lake  seven  fast- 
moving,  human  stories 
by  popular  authors — 
edit  them  expressly  for 
hot  weather  reading — 
make  them  short  and 
snappy  —  and  there 
you  have  NEA's  1938 
summer  fiction  pro¬ 
gram  ! 

}  Shortening  stories  to 


This  represents  the  effective  buying  income  of  the 
Washington,  D.  C.,  Market  comprising  the  National  Capi¬ 
tal  and  the  contiguous  counties  of  Maryland  and  Virginia, 
for  which  Washington  is  the  buying  center. 


1 2  and  1 8  chapters  for 
summer  means  that 
NEA  has  to  buy  more 
fiction — pay  more  for 
the  fiction  program — 
but  clients  get  all  of 
the  serials  at  no  extra 
cost. 

Here's  another  ex¬ 
ample  of  how  the  NEA 
budget  meets  every 


The  average  spendable  income  for  Washington  families 
is  $3,786.  These  figures  are  from  Sales  Management’s 
recent  survey.  That  also  gives  Washington  second  place 
in  per  capita  buying  power  among  all  the  cities  in  the 
country  of  100,000  population  or  over.  The  Washington 
figure  is  $976,  exceeded  only  by  New  York,  in  which  the 
figure  is  $993. 


feature  need  with  the 
[BEST — at  the  greatest 
leconomy  to  its  client 
newspapers. 


And  the  Washington  Market,  with  this  great  buying 
power  at  its  command,  is  easily  and  thoroughly  reached 
by  only  ONE  newspaper — THE  STAR,  Evening  and 
Sunday.  The  home  Newspaper  of  the  National  Capital 
and  the  Washington  Market. 


The  first  release — May  31 
The  last  release — Sept.  15 


B  ith  Sunday  Morninn  Edition 


New  Y«rk  Offirp 
I>.\N  A.  C.AKKOl. 
110  K.  ISnd  St. 


t'liiruKO  Uttirp 
J.  E.  l.LTZ 
Trihuiip  Toner 


WASHINGTON,  D.  C 


for  may  21,  1938 
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Let* s  hai^e  a  couple  of  hundred  on  Safety  Week 

.  .  .  And  with  his  usual  routine  efficiency  the  handy  man  turns  out  a  cou|)le  of  hundred 
in  hroinidic,  trite  phrases  which  will  be  used  as  filler  somewhere  on  the  market  page. 

This  was  the  OLD  way  of  doing  it.  Tin*  result — automobile  deaths  in 
in  Ih.Sfi;  t}(».(»0()  in  193.5. 

There  is  a  NEW  way  of  doing  it,  and  those  news])apers  who  Inive  tried  it  are  snr- 
pristMl  at  the  reduelicm  of  motor  vehicle  deaths  in  their  (•ommunitie>. 


H\  forgetting  that  some  time  there  may  be  a  "Traffic  Safety  W('ek’'  and  instead 
bearing  down  every  day  on  real  traffic  safety;  pouring  into  tyin*  the  same  power  and  force 
they  use  in  covering  a  disaster:  taking  traffic  slorio  away  from  ciil)s  and  giving  tlumi  to 
staff  aces;  and  keej/mg  .safety  stories  “outside.” 

When  a  newspaper  goes  after  traffic  safety  with  the  .same  methods  it  goes  after 
j)olitical  corruption,  its  succe.ss  should  be  as  marked  and  the  benefits  much  greater.  Traffic 
.safety  is  a  matter  of  human  bodii's  and  lives,  as  well  as  of  money. 


/  ThU  N  X 
/  the  FIFTH  > 
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Among  Advertising  Folk 

WALTER  H.  BAERS  has  been  elected 
secretary  of  the  Buchen  Company, 
Chicago.  He  has  been  with  the  agency 

_ for  more  than  12 

years,  as  man¬ 
ager  of  the  Phil¬ 
adelphia  branch 
and  in  a  copy 
and  contact  ca¬ 
pacity  in  Chi- 
cago. Before 
joining  Buchen 
he  spent  num¬ 
ber  of  years  in 
newspaper  work. 

Sam  G.  Wing¬ 
field,  of  Kenyon 

Walter  H.  Baers  &  Eckhardt  Inc., 
has  opened  his 
own  offices  at  247  Park  Avenue  as 
public  relations  and  publicity  coun¬ 
sel.  He  continues  with  the  agency  on 
a  retainer  basis. 

Chester  Foust,  formerly  with  Bat¬ 
ten,  Barton,  Durstine  &  Osborn  and 
more  recently  with  Erwin,  Wasey  & 
Company,  has  joined  the  Chicago  of¬ 
fice  of  J.  Walter  Thompson  Company 
as  an  account  executive.  Frank  G. 
Kane,  formerly  of  Erwin,  Wasey,  has 
been  appointed  to  succeed  Mr.  Foust 
as  managing  director  of  Industrial 
Relations,  Inc.,  Chicago,  in  which  Mr. 
Foust  continues  as  a  director. 

Esmond  P.  O’Brien,  formerly  vice- 
president  of  Buchanan  &  Co.,  Inc., 
has  joined  Fulton,  de  Garmo  &  Ellis, 
Inc.,  and  has  been  elected  vice-pres¬ 
ident. 

Jack  Mason,  formerly  with  Barron 
Collier  and  the  American  Weekly, 
has  become  an  account  executive  with 
L.  H.  Hartman  &  Co.,  Inc. 

William  J.  Kelly  has  joined  Great 
Eastern  Advertising  as  an  account 
executive.  Melvin  H.  Umane  has  been 
appointed  assistant  production  man¬ 
ager. 

Joel  M.  Nichols,  Jr.,  a  member  of 
the  board  of  directors  of  the  Federal 
Advertising  Agency  has  been  elected 
vice-president  of  file  agency. 

Pat  Weaver  has  been  named  man¬ 
ager  of  Young  &  Rubicam’s  radio  de¬ 
partment.  Fred  Wile,  Jr.  has  been 
ai^ointed  assistant  manager  of  the 
radio  department. 

William  K.  Opdyke,  advertising 
manager  and  editor  of  publications 
for  the  Warren  Telecron  Company 
since  1928,  has  resigned  to  establish  a 
specialty  type  of  industrial  relations 
organization,  with  headquarters  in 
Boston. 

Carlos  A.  Franco  has  succeeded 
William  R.  Stuhler,  resigned,  as  head 
radio  talent  buyer  for  Young  &  Rubi- 
cam.  Therese  Lewis  remains  assistant 
talent  buyer.  Franco  has  been  in 
charge  of  station  relations  for  the 
agency  for  two  years  and  will  con¬ 
tinue  this  activity  along  with  his  new 
assignment. 

Pettingell  and  Fenton,  Inc.,  an¬ 
nounces  the  appointment  as  art  direc¬ 
tor,  of  Sherman  H.  Raveson  whose 
former  art  directorships  were  at 
Vanity  Fair,  Apparel  Arts,  the  New 
York  office  of  Esquire,  and  Life  maga¬ 
zines.  Miss  Mary  Sweer  has  also 
been  added  to  the  art  department  staff. 

William  D.  McCabe,  recently  in 
West  Coast  advertising  and  motion  pic¬ 
ture  production  business,  has  returned 
to  San  Antonio,  joining  Arthur  G. 
Werner  to  form  the  McCabe  &  Werner 
Advertising  Agency,  with  offices  in 
the  Milam  Building,  San  Antonio. 

R.  S.  Ghiselin,  formerly  with  Mc- 
Junkin  Advertising  Company,  Chi¬ 
cago,  has  joined  Reincke-Ellis-Young- 
green  &  Finn,  Chicago  agency,  as  an 
executive  handling  the  Louden  Pack¬ 
ing  Company  account. 


SALESMEN  URGE  $10,000,000  AD  PROGRAM 

CHICAGO,  May  17 — Life  insurance  companies  were  urged  here  yesterday 
to  spend  “at  least”  $10,000,000  annually  for  public  relations  and  sales 
promotion,  the  program  to  include  institutional  advertising  in  newspapers,  by 
representatives  of  the  biggest  producers  among  life  insurance  agents.  The 
recommendation  was  made  by  the  executive  committee  of  the  “Million  Dollar 
Round  Table,”  membership  in  which  is  limited  to  agents  who  write  a  mini¬ 
mum  of  a  million  dollar’s  worth  of  life  insurance  a  year.  The  committee 
believes  a  general  newspaper  advertising  campaign  is  advisable  both  from 
the  point  of  view  of  sales  promotion  and  public  relations.  They  also  sug¬ 
gested  occasional  advertising  in  magazines  and  on  radio  networks,  and  urged 
the  setting  up  of  a  joint  agency  for  advertising  and  statistical  research. 

SAN  ANTONIO  TAX  FOR  ADVERTISING  UPHELD 

THE  FOURTH  civil  court  of  appeals  in  San  Antonio  last  week  upheld  that 
city’s  tax  on  land  values  for  the  purpose  of  a  municipal  advertising  ap¬ 
propriation  which  was  voted  last  fall  by  the  people  of  the  city.  The  tax  had 
been  attacked  by  a  land  owner  The  voters  had  provided  for  a  maximum 
advertising  tax  rate  of  five  cents  on  each  $100  valuation  and  the  city  council 
set  the  rate  at  three  cents.  Wyatt  Aniol  &  Auld,  San  Antonio  advertising 
agency,  will  place  the  campaign  which  will  begin  about  June  1. 


Rene  B.  Perrault,  vice-president  of 
Cumming-Perrault,  Ltd.,  was  elected 
president  of  the  Advertising  Club  of 
Montreal,  at  the  28th  annual  meeting 
held  in  the  Mount  Royal  Hotel  May 
11. 

Effective  June  1,  Douglas  J.  Mur- 
PHEY,  director  of  advertising  and  pub- 
blicity  of  the  General  American  Life 
Insurance  Co.  and  president  of  the  St. 
Louis  Advertising  Club,  will  join  the 
advertising  staff  of  the  Metropolitan 
Life  Insurance  Co.,  New  York. 

Herbert  F.  King,  vice-president  of 
Wm.  B.  Remington,  Inc.,  advertising 
agency,  has  been  elected  president 
of  the  Advertising  Club  of  Spring- 
field,  Mass.  Archibald  H.  Matthews 
of  the  Springfield  Newspapers,  has 
been  chosen  treasurer. 

George  Whitsett,  for  14  years  with 
the  N.  W.  Ayer  &  Son,  Inc.,  has  been 
assigned  to  San  Francisco  offices  to 
head  the  agency’s  Pacific  Coast  crea¬ 
tive  departments. 

Ward  Tanzer  has  joined  the  copy 
department  of  San  Francisco  offices  of 
J.  Walter  Thompson  Company.  Mr. 
Tanzer  formerly  was  resident  man¬ 
ager  of  the  Los  Angeles  office  of 
Beaumont  &  Hohman,  Inc. 

Hugh  L.  Lucas,  formerly  in  the  ad¬ 
vertising  department  of  National  En¬ 
ameling  &  Stamping  Co.,  Milwaukee, 
is  now  with  Hoffman  &  York,  Mil¬ 
waukee  Agency,  in  the  service  divi¬ 
sion. 

The  Art  Directors  Club  of  Philadel¬ 
phia  has  elected  Dee  Carlton  Brown, 
vice-president  of  Geare-Marston,  Inc., 
as  president. 


Campaigns  and  Accounts 


The  Scholl  Manufacturing  Com¬ 
pany,  through  Donahue  &  Coe  Inc., 
will  use  450  daily  and  Sunday  news¬ 
papers  to  promote  “Foot  Comfort 
Week”  June  18  to  25.  National  maga¬ 
zines  will  also  be  used. 

Pearson  Pharmacal  Company,  Inc., 
will  run  a  summer  campaign  for  Dew 
deodorant  in  two  newspaper  groups, 
comprising  45  papers,  and  in  33  maga¬ 
zines.  Kimball,  Hubbard  &  Powel, 
Inc.,  is  the  agency. 

An  extensive  seasonal  campaign  in 
newspapers  and  farm  papers  for  June, 
July,  August  and  September  on  Good 
Luck  Jar  Rubbers,  the  most  widely 
known  jar  ring  on  the  market,  has 
been  released  by  H.  B.  LeQuatte,  Inc., 
advertising  agency,  for  the  Boston 
Woven  Hose  and  Rubber  Co.,  Boston. 

A  promotional  campaign  to  run  at 
least  six  months  will  be  launched  next 
week  by  Time  magazine.  Full-page 
units  will  be  employed,  appearing 
week  after  week  in  two  New  York 
dailies,  one  Detroit  paper  and  leading 
trade  magazines.  Many  of  the  ad¬ 
vertisements  will  be  aimed  specifically 


at  the  automotive  industry.  George 
Bijur,  Inc.,  is  the  agency. 

Batchelder  Whittemore  Coal  Com¬ 
pany,  Boston,  has  appointed  Batten, 
Barton,  Durstine  and  Osborn  and  the 
account  will  be  handled  in  the  BBDO 
Boston  office.  Newspapers  and  radio 
will  be  used. 

The  Montowese  Hotel,  at  Indian 
Neck,  Brandford,  Conn.,  is  scheduling 
an  advertising  campaign,  through 
Hicks  Advertising  Agency,  in  news¬ 
papers  and  class  magazines  to  an¬ 
nounce  the  opening  of  its  73rd  season. 
Fred  G.  Russel  is  the  account  ex¬ 
ecutive.  The  Hicks  agency  also  has 
been  appointed  by  Wells-Treister, 
Inc.,  wholesale  furriers.  Francis  Mar¬ 
quis  is  account  executive. 

Union  Pacific  Railroad,  Omaha,  has 
named  Caples  Co.,  Omaha  and  New 
York  agency.  Newspapers  through¬ 
out  the  country  are  being  used. 

The  Goodyear  Tire  &  Rubber  Co., 
Akron,  is  again  renewing  some  news¬ 
paper  contracts.  Arthur  Kudner 
Inc.,  New  York,  is  the  agency. 

Lauesen  &  Salomon,  Chicago  agency, 
has  been  appointed  by  Wm.  Cooper  & 
Nephews,  Inc.,  Chicago,  insecticides,  to 
place  copy  with  several  New  England 
newspapers. 

Vintage  Wines,  Inc.,  New  York,  has 
appointed  Albert  Frank-Guenther- 
Law,  Inc.,  New  York,  to  handle  its  ad¬ 
vertising. 

Wendell  P.  Colton  Co.,  New  York 
agency,  is  placing  the  account  of 
Canadian  Steamship  Lines,  New  York, 
using  newspapers  in  selected  sections. 

The  following  accounts  are  now  be¬ 
ing  placed  by  Alley  &  Richards  Co., 
Boston  agency:  General  Seafoods 
CoRP.,  Boston,  seafish  fillets;  Cape 
Cod  Steamship  Lines,  Boston,  and 
Martin  L.  Hall  Co.,  Victor  Coffee, 
Boston. 

A  campaign  for  Dawes  Black  Horse 
Ale,  produced  in  Montreal,  was 
launched  in  two  New  York  news¬ 
papers  this  week  by  Mount  Royal  Im¬ 
porters,  Inc.,  American  distributors. 
Several  weekly  insertions  will  be  run 
for  three  months.  Batten,  Barton, 
Durstine  &  Osborne,  Inc.,  has  the  ac¬ 
count. 

E.  H.  Brown  Advertising  Agency, 
Chicago,  is  placing  the  account  of 
WiNCHARGER  CoRP.,  Sioux  City,  la., 
manufacturers  of  wind-driven  elec¬ 
tricity  generating  equipment,  and  an 
affiliate  of  Zenith  Radio  Corporation 
of  Chicago. 

Emphasizing  Memorial  Day  and 
Father’s  Day  in  its  copy,  the  Hickok 
Manufacturing  Company  on  May  18 
launched  a  campaign  in  five  news¬ 
papers  in  the  New  York  metropolitan 
area  to  promote  its  entire  line  of 
belts,  suspenders  and  jewelry.  Maga¬ 
zine  ads  in  four  publications  will  run 
through  the  summer.  The  company 
open’s  its  Fall  line  June  10.  Tracey- 
Locke-Dawson,  Inc.,  has  the  account. 

Prooven  Remedies  Company,  Chi¬ 


cago,  is  using  newspaper  advertising 
in  200  cities  on  Grand  Mogul  Pellets, 
a  gland  stimulant,  through  United 
Advertising  Companies,  Chicago 
agency. 

The  new  “Twoway  Tooth  Brush,” 
manufactured  by  Keeung -Harris  Co., 
Des  Moines,  la.,  is  being  advertised 
in  a  limited  list  of  newspapers.  The 
account  is  handled  by  Matteson- 
Fogarty-Jordon  Co.,  Chicago. 

The  1938  advertising  campaign  of 
the  Shell  Oil  Company  of  Canada 
was  released  to  newspapers  by  the 
Baker  Advertising  Agency,  Ltd.,  this 
week.  The  advertisements  illustrate, 
under  the  title  “Auto  Oddities,”  un¬ 
usual  conditions  related  to  motoring 
throughout  the  world. 

CHARLES  J.  STEIN 

Charles  J.  Stein,  72,  former  trea¬ 
surer  of  the  Scripps-McRae  newspaper 
chain  and  formerly  part  owner  of 
newspapers  in  St.  Paul,  Minneapolis 
and  Omaha,  was  foimd  shot  to  death 
in  Toledo  last  week.  A  note  left  in 
the  home  of  a  daughter,  with  whom  he 
had  lived  the  last  five  years,  indicated 
despondency  over  financial  reverses 
had  caused  him  to  end  his  life.  Mr. 
Stein,  born  in  Cincinnati,  became  an 
office  boy  in  the  business  department 
of  the  Cincinnati  Post  under  Milton 
McRae  when  16  years  of  age.  He  ad¬ 
vanced  to  cashier  and  auditor  and 
later  became  treasurer  of  the  chain. 
Selling  his  interests  26  years  ago,  he 
and  others  purchased  the  St.  Paul 
Daily  News  and  newspapers  in  Omaha 
and  Minneapolis.  Five  years  ago  this 
venture  failed.  He  is  survived  by  his 
daughter,  a  brother  and  a  sister. 

JOHN  A.  KAUTZ 

(By  telegraph  to  Editoi  &  ruBLi.siiF,*) 
Kokomo,  Ind.,  May  19 — John  Arthur 
Kautz,  77,  publisher  of  the  Kokomo 
Tribune  for  51  years,  died  here  yes¬ 
terday  following  a  long  illness.  He 
was  a  past  president  of  the  Indiana 
Republican  Editorial  Association.  He 
and  H.  E.  McGonigal  purchased  the 
Kokomo  Tribune  in  1887.  Ten  years 
later  he  acquired  Mr.  McGonigal’s  in¬ 
terest  and  in  1930  he  bought  the 
Kokomo  Dispatch  and  consolidated  it 
with  the  Tribune. 

DROPS  RADIO  COLUMN 

Elffective  this  week,  the  Chicago 
Evening  American  discontinued  its 
radio  news  column,  written  by  Esther 
Schultz,  who  has  been  transferred  to 
the  local  news  staff.  The  American 
continues  to  print  radio  programs, 
including  a  special  selection  of  popu¬ 
lar  programs.  The  Chicago  Daily 
News  dropped  its  radio  news  column 
two  months  ago. 
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SYRACUSE,  N.  Y. 
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OF  108  communities  in  the  38* 
MILE  TRADING  ZONE,  where 
Syracuse  newspapers  have  50 
or  more  circulation,  this  news* 
paper  LEADS  in 
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dvertising  Experts  j 
0  Be  AFA  Chairmen 

Leo  Nejelski,  advertising  manager, 
ivift  &  Co.,  Chicago,  and  Ralph 
ijnker,  advertising  manager,  J.  L. 
Hudson  Company,  Detroit,  are  to  be 
•c-chairmen  of  a  session  on  advertis-  ! 

at  the  annual  meeting  of  the  Ad¬ 
vertising  Federation  of  America  at  ■ 
ie  Statler  Hotel,  Detroit,  June  12-16. 
William  H.  Moore,  advertising  di¬ 
rector,  Detroit  News,  will  be  chair- 
run  of  the  Newspaper  Advertising 
Lecutives  Association  meeting  to  be 
Held  in  conjunction  with  the  AFA. 

Dr.  Kenneth  Dameron,  Ohio  State 
jiversity,  and  Miss  Edith  Ellsworth, 
;pjce  buyer,  Roche,  Williams  &  Cun- 
-ngham,  Philadelphia,  will  head 
reelings  on  advertising  club  ac- 
rrties. 

The  public  utilities  advertising  as- 
sodation  meeting  is  to  be  under  the 
dbection  of  T.  F.  Gessner,  Detroit 
Eison  Company.  Clarence  Blessed, 
president.  Walker  &  Co.,  Detroit,  will 
haidle  the  gathering  of  the  Outdoor 
.tivertising  Association  of  America; 
EC.  Howell,  Carboloy  Company,  De- 
tnit,  is  to  preside  at  the  Industrial 
Mtrketing  Conference,  under  the  joint 
spnsorship  of  the  National  Industrial 
.Wertisers  Association  and  the  As- 
sffiiated  Business  Papers;  Lewis  H. 
.Very,  commercial  manager,  Buffalo 
Boadcasting  Corp.,  Buffalo,  will 
Imdle  the  meeting  of  the  Sales  Man¬ 
agers  Division,  National  Association 
olBroadcasters;  and  Daniel  B.  Jacobs, 
saes  promotion  manager,  Seaman- 
Rtrick  Paper  Co.,  Detroit,  is  at  the 
Mm  of  the  direct  advertisers  session. 

\  boat  excursion  with  dancing, 
anusements  and  a  picnic  dinner  will 
bt  provided  by  the  Detroit  newspa- 
prs,  the  Free  Press,  News  and  the 
Tenes,  as  an  entertainment  feature 
fo-  those  attending  the  convention. 

i\YS  'STRESS  QUALITY' 

Advertising  stressing  quality  rather 
tlan  price  was  urged  by  Louis  A. 
Himason,  executive  secretary,  Cali- 
temia  Food  Trades  Institute,  in  ad- 
d.'essing  members  of  the  Northern 
California  Newspaper  Advertising 
ilanagers  Association  at  that  group’s 
May  meeting  in  San  Francisco.  “Sell 
snore  than  space.  Sell  truthful,  com¬ 
pelling  advertising.  Offer  something 
constructive;  offer  intelligent  ser- 
'ice,”  Mr.  Humason  urged.  L.  A. 
Copeland,  manager.  Allied  California 
Dailies,  defined  the  objective  of  the 
recently  -  expanded  advertising  pro¬ 
motion  group  as  “to  sell  newspapers 
as  such  without  regard  to  any  par¬ 
ticular  medium.” 

MANAGERS 'to  MEET 

The  16th  annual  convention  of 
Newspaper  Association  Managers  will 
be  held  at  the  famous  Greenbrier 
Hotel  at  White  Sulphur  Springs,  West 
Virginia,  June  15  to  18.  The  follow- 
•ng  Monday  the  field  managers  of  24 
associations  will  participate  with  of¬ 
ficials  of  the  National  Editorial  Asso¬ 
ciation  and  state  publishers’  associa¬ 
tions  in  the  second  annual  meeting  of 
the  advisory  council  sponsored  by  the 
N-  E.  A.  and  to  be  held  at  the  Green¬ 
brier. 

govt,  radio  killed 

Washington,  D.  C.,  May  18— Crit¬ 
icism  within  and  outside  the  ranks  of 
Congress  this  week  apparently  had 
loomed  a  Presidentially  -  approved 
program  to  construct  and  opierate  a 
ttigh-powered  broadcast  station  to  be 
controlled  by  the  government.  After 
rearing  protests  by  the  radio  indus- 
that  the  move  “follows  the  pattern 
of  authoritarian  states,”  the  house 
committee  on  naval  affairs  voted  to 
suspend  consideration  indefinitely. 


Inland  Studies  Ways 
To  Regain  National 

continued  from  page  7 

writing  into  writing  that  common  peo¬ 
ple  understand.  It  does  not  mean  poor 
English.  It  means  simple  vocabulary 
and  simple  sentences.” 

Robert  N.  Smiley,  Chicago  Better 
Business  Bureau,  discussed  the  need 
for  newspapers  to  protect  their  read¬ 
ers  against  fake  advertising,  partic¬ 
ularly  in  the  classified  columns. 

John  M.  Canny,  Madison  Wisconsin 
State  Journal  circulation  manager, 
outlined  economical  methods  of  ob¬ 
taining  mail  circulation  and  stressed 
the  importance  of  cutting  circulation 
department  costs. 

George  P.  Ellis,  Wolf  &  Company, 
Chicago,  gave  Inlanders  a  clear-cut 
explanation  of  salient  features  in  the 
1938  Federal  revenue  act,  awaiting 
the  President’s  signature. 

Meyer  Gives  Report 

President  E.  R.  Chapman,  Flint 
(Mich.)  Journal,  called  the  convention 
to  order  Tuesday  morning.  Secretary 
John  L.  Meyer,  absent  from  the  an¬ 
nual  meeting  in  February  due  to  ill¬ 
ness,  gave  his  report,  followed  by  a 
brief  resume  of  the  directors’  meeting 
by  H.  Z.  Mitchell,  Bemidji  (Minn.) 
Daily  Pioneer,  secretary  of  the  board. 
Tom  H.  Keene,  Elkhart  (Ind.)  Daily 
Truth,  presented  the  names  of  three 
new  members.  Ft.  Madison  (la.) 
Democrat,  Kankakee  (Ill.)  Republi¬ 
can  News,  and  Bismarck  (N.  D.) 
Tribune,  the  last  named  a  recent 
Pulitzer  prize  winner. 

Don  Anderson,  Madison  Wisconsin 
State  Journal,  reported  on  the  news¬ 
print  situation,  stating  the  recent  $48 
a  ton  quotation  made  by  Great  North¬ 
ern  Paper  Company  for  second  half 
of  this  year  is  likely  to  have  a  de¬ 
cided  influence  on  Canadian  mills.  He 
said  Ontario  and  Quebec  paper  manu¬ 
facturers  plan  to  hold  a  conference 
soon  to  determine  the  price  for  the 
balance  of  1938. 

Mr.  Mitchell,  chairman  of  the  Inland 
vigilance  committee,  reporting  on  the 
free  publicity  evil,  declared  the  han¬ 
dling  of  publicity  is  an  individual  mat¬ 
ter  with  each  newspaper  and  the  at¬ 
titude  of  publishers  varies  to  such  an 
extent  it  is  impossible  for  his  com¬ 
mittee  to  recommend  a  program. 

Fred  W.  Schaub,  Decatur  (Ill.) 
Herald  &  Review,  head  of  the  cost 
comparison  committee,  pointed  out  the 
1937  report  shows  that  size  of  papers 
apparently  has  no  direct  relation  to 
circulation  revenue,  expense  or  profit 
per  subscriber. 

FORM  CREDIT  UNION 

Employes  of  Troy  (N.  Y.)  Record 
Newspapers  have  organized  their  own 
bank,  the  Record  Credit  Union. 


$1,400,000 
in  Providence 
Steamship  Bookings! 

Five  Providence  travel  agents  handled 
a  $1,400,000  business  last  year  in  steam¬ 
ship  bookings  alone.  They  invest  their 
own  advertising  money  in  the  weekly 
Sunday  Journal  travel  pages. 

Annual  Vacation  and 

Travel  Number,  June  19 

PROVIDENCE 

Sunday  Journal 


Her  Market  Guide 

Observe  the  efficient  home  manager  reading  a 
newspaper  and  you’ll  find  that  she  reads  it 
thoroughly  and  that  advertising,  particularly, 
absorbs  her  attention! 

Here  is  her  guide  to  current  offerings  in  the 
shops  and  stores.  Here  is  where  she  learns  of  new 
styles,  new  products,  new  appliances,  new 
beauty  aids  and  a  hundred  and  one  other  things. 
She  is  the  business  manager  of  the  home  and  it  is 
her  business  to  be  continually  alert  in  the  interest 
of  her  family  and  to  improve  her  home  or  h?r 
personal  appearance. 

The  dally  newspaper  keeps  her  Informed  through 
the  advertising  columns  as  well  as  through  the 
news  features.  This  is  why  great  family  news¬ 
papers  such  as  The  Hartford  Times  bring  strik¬ 
ing  results  to  advertisers. 

In  a  quality  city  like  Hartford,  with  its  great 
buying  power,  the  response  to  sound  advertising 
is  unfallincj. 


A  Gannett  Newspaper 

Rcprcseii/ccl  By 

j.  p.  McKinney  &  son 

NEW  YORK  CHICAGO  SAN  FRANCISCO 
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Plymouth  Gains 
In  Sales  With 
Newspaper  Ads 

Intensive  Drive  and  New 
Body  Styles  Put  It  in 
Front  in  Many  Cities 
By  HIL  F.  BEST 

Detroit.  May  14 — Addition  of  new 
body  styles  in  the  Plymouth  "Road- 
king”  line,  and  an  intensive  spring 
advertising  campaign  in  newspapers 
to  popularize  this  name  of  the  low'- 
est-priced  line  of  cars,  are  cited  as 
die  major  factors  in  Plymouth’s  re¬ 
cent  sales  gains. 

Leading  ixipulation  centers  in  which 
Pl>Tnouth  has  moved  up  from  third 
place  into  nrst  or  second  are  key 
cities  of  seven  states,  including  New 
York.  Pennsylvania.  Maryland,  Flori¬ 
da.  Minnesota.  New  Jersey  and  Con¬ 
necticut. 

Plymouth  ended  the  first  quarter 
again  leading  the  industry  with  first 
place  in  sales,  in  metropolitan  New 
York.  It  al.so  ranked  first  in  sales  for 
this  pieriod  in  two  other  cities  where  it 
was  third  for  1937;  moving  to  the  front 
in  New  Haven  Conn.,  and  scoring  a  tie 
foi  first  place  in  Elizabeth,  N.  J. 

Improves  1937  Status  Elsewhere 

In  eleven  other  cities  registration 
for  the  quarter  give  Plymouth  sec¬ 
ond  place,  improving  its  1937 
status  in  Pittsburgh,  Baltimore,  New- 
aik.  Bridgeport  and  Duluth.  News¬ 
papers  in  all  the  above  points  should 
stand  up  and  take  a  bow  along  with 
the  Plymouth  advertising  department 
and  the  J.  Stirling  Getchell  agency. 

Newspapers  continue  to  play  an 
important  part  in  Plymouth  Motor 
Corp.'s  advertising  plans,  as  men- 
t;oned  last  week  in  Editor  &  Publish¬ 
er.  Hea\’y  May  schedules  are  going 
through  without  letup. 

Big  space  in  black-and-white  is 
.scheduled  in  hundreds  of  papers 
throughout  the  country  on  the  regu¬ 
lar  Plymouth  list.  Newspaper  re¬ 
leases  have  accounted  for  a  major 
share  of  the  Plymouth  monthly 
budgets  since  the  Spring  campaign 
opened  in  March,  according  to  com¬ 
pany  executives. 

With  production  gains  at  Buick, 
Ford,  Pontiac  and  Packard  automo¬ 
bile  production  holds  a  steady  pace 
at  about  55,000  units  for  the  current 
week.  Each  of  these  four  companies 
have  been  heavy  newspaper  advertis¬ 
ers  during  the  current  slump.  It  is 
stated  that  an  upward  turn  in  sales 
is  credited  with  the  speeding  up  of 
production  of  the  four  plants  named. 

The  Chrysler  factory  released  a 
May  schedule  through  the  Lee  Ander¬ 
son  Agency  to  run  the  last  two  weeks 
in  May.  T.te  May  releases  are  be- 


lloaeliinju;  the 
Yoiiii^  Families 

One  imporluni  reason  for 
The  Sun's  productiveness 
for  advertisers  is  that  its 
circulation  is  concentrated 
among  New  York’s  young 
people — the  families  with 
constantly  growing  needs 
and  many  activities. 


ing  made  in  those  cities  selected  by 
the  factory  where  field  stocks  war¬ 
rant  the  local  newspaper  support  ac¬ 
cording  to  the  agency.  Copy  starts  at 
420  lines  in  the  smaller  dealer  points 
used  and  runs  either  one  or  two 
times — in  the  larger  points  672  line 
copy  is  being  placed.  The  daily’  dates 
are  May  19  and  25,  while  the  Sun¬ 
day  dates  are  May  22  and  29. 

There  will  be  a  general  newspaper 
release  on  Hudson  running  in  all 
newspapers  in  dealer  points,  copy- 
running  the  week  of  May  22,  300  lines 
and  450  lines,  depending  on  the  size 
of  the  town.  This  Hudson  schedule  is 
in  the  nature  of  an  announcement  by- 
Hudson  making  public,  a  nation-wide 
economy  test  for  car  owners.  Cars 
will  be  driven  over  measured  routes 
by  private  car  owners  who  will  make 
their  ow-n  readings  and  observations 
by  means  of  a  mileage  measuring  de¬ 
vice.  Throe  new  Hudson  112’s  will 
be  presented  to  the  winners  each 
w-eek.  The  large  copy  will  be  fol¬ 
lowed  by  a  series  of  small  single  col¬ 
umn  ads  of  66  or  83  lines  in  frequent 
insertions  to  June  3. 

PEARSON  TO  SUE  HULL 

Washington,  May  19  —  Questioned 
concerning  reports  that  he  contem¬ 
plates  suit  to  restrain  Secretary-  of 
State  Hull  from  lifting  the  embargo 
against  shipment  of  munitions  to 
Germany,  Drew  Pearson,  co-author 
of  "Washington  Merry-Go-Round" 
replied  today  that  injunction  pro¬ 
ceedings  “may,  and  probably-  will,  be 
brought.”  The  newspaper  columnist 
v/ho  engaged  Hull  in  debate  at  a  re¬ 
cent  press  conference,  contending  sale 
of  armaments  to  the  Nazi  Govern¬ 
ment  would  violate  treaty-  between 
the  two  nations  signed  in  1921,  said 
the  injunction  will  be  undertaken 
only  in  the  friendliest  manner  as  I 
have  always  had  the  highest  respect 
and  admiration  for  Secretary  Hull." 


AKRON 
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Retail  Sales  for  \  9'M  Totaled 

$126,868,000 
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Two  Cleveland  Papers 
Sign  Guild  Contracts 

Two  Cleveland  units  of  the  Ameri¬ 
can  Newspaper  Guild  last  week 
signed  one-year  contracts  with  their 
employers.  The  Cleveland  Press,  a 
Scripps-Howard  newspaper,  agreed 
to  a  contract  which  covers  all  em¬ 
ployes  of  the  editorial,  business  and 
commercial  departments  whose  mem¬ 
bers  are  not  already  in  other  unions. 
The  Cleveland  News  contract  covers 
only  editorial  workers. 

Both  editorial  shops  remain  on  an 
"open  shop”  basis,  but  the  guild  is 
recognized  as  the  bargaining  agent 
for  editorial  workers.  Pay  scales  re¬ 
main  virtually-  the  same  as  in  the 
previous  contract  in  the  editorial  de¬ 
partments.  Minimum  pay-  for  jour¬ 
neymen  remains  at  $45  for  the  40- 
hour,  five-day  week.  Both  contracts 
guarantee  no  pay  reductions  during 
the  term  of  the  contract. 

Sixty-three  members  of  the  busi¬ 
ness  and  commercial  department  of 
the  Press  will  receive  increases  rang¬ 
ing  up  to  $5  a  week.  Dismissal  pay 
of  one  week  for  each  eight  months 
of  service  was  also  granted  to  the 
commercial  and  business  workers,  the 


same  as  editorial  employes.  For  a 
time  the  Press  management  held  out 
against  this  clause.  Maximum  dismis¬ 
sal  pay  remains  at  24  weeks. 

In  the  Press  contract,  minimum 
weekly  pay  schedules  for  commer¬ 
cial  workers  are:  Local  and  national 
display  salesmen,  $25  to  $45;  classified 
advertising  solicitors,  $25  to  $35;  in¬ 
side  salesmen  on  classified  advertis- 
ing,  including  telephone  solicitors  and 
those  on  voluntary  board,  $18  to  $25 
(the  existing  bonus  set-up  is  to  re¬ 
main);  merchandising  men.  $18  to 
$25;  supervisors  in  classified  adver¬ 
tising,  $27.50;  telephone  operators,  $18 
to  $25;  clerks  and  stenographers,  $18 
to  $25;  artists,  $25  to  $40  (one  ap¬ 
prentice  at  $20  a  week  will  be  per¬ 
mitted  on  classified  advertising  and 
display  advertising  art  staffs  for  one 
year);  addressograph  operators,  $20 
to  $25;  contract  collectors,  $20  to 
$32.50;  transient  collectors,  $18  to 
$22.50;  bookkeepers,  $25  to  $35;  office 
boys,  $15  to  $17.50. 

■ 

APPOINTS  SPECIAL 

The  Boston  News  Bureau  has  ap¬ 
pointed  M.  L.  Tyler,  publishers’  rep¬ 
resentative,  to  represent  it  in  the  New 
England  territory  exclusive  of  Boston 
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complete  set  of  the  “How  Newspujier  .\<l\erli>iii(S 
Works”  articles  that  have  appeared  weekly  in  Fidilor  X 
Publisher,  will  he  locked  up.  run.  and  shipped  just  as 
soon  as  we  have  a  print  order  of  2,000  copies. 

.\  copy  >liouId  be  in  the  hands  of  every  local  and  national 
.-alesman  on  your  staff.  Priced  just  like  the  World 
Almanac^  60c  for  1  copy  (5flc  each  for  .5  or  more  our 
bargain  price). 

If  you  ^eek  new  ac<'ounts  and  want  to  make  the  -.uniinci- 
montli?.  new  business  months  let  us  know  at  once  how 
many  copies  you  will  need.  Don't  send  money — just  your 
reM’rvalion  Tor  the  number  you  want.  \  partial  li-l 
of  llie  topics  appears  below. 
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Missouri  Alumni 
Elect  Staples 
In  Week's  Finale 

Nancy  Randolph  Is  Vice- 

President  .  .  .  Hundreds 
Miss  Journalism  Banquet 

Columbia,  Mo.,  May  16 — With  hun¬ 
dreds  of  students,  alumni,  Midwestern 
editors  and  even  correspondents  un¬ 
able  to  secure  tickets,  the  institution’s 
annual  Journalism  Banquet  last  week¬ 
end  brought  to  its  climax  the  Uni¬ 
versity  of  Missouri’s  29th  Journalism 
Week. 

On  a  program  built  to  star  Robert 
L.  Ripley  and  Harry  Hansen,  World- 
Telegrain  book-page  editor,  Missouri’s 
Governor  Lloyd  C.  Stark  unexpectedly 
captured  at  least  high  sectional  inter¬ 
est  with  an  appeal  to  Missouri  editors 
to  aid  in  halting  what  he  termed  the 
“assault  upon  the  sancity  of  Missouri’s 
supreme  court”  by  the  Pendergast  or¬ 
ganization  of  Kansa.s  City. 

Staples  Heads  Alumni 
The  school’s  alumni  association  at 
its  annual  meeting  named  George  Ed¬ 
ward  Staples,  publicity  representative 
of  the  St.  Louis  National  League  base¬ 
ball  team,  as  president.  Other  officers 
include:  Mrs.  Inez  Calloway  Robb 
(Nancy  Randolph  of  the  New  York 
Daily  News),  vice-president;  H.  R. 
Long,  the  Crane  (Mo.)  Chronicle,  sec¬ 
retary-treasurer;  Frank  Eschen,  pro¬ 
gram  director  of  KSD,  the  St.  Louis 
Post-Dispatch,  Frank  King,  AP  bureau 
chief,  Dallas,  and  Erma  Young,  Sun¬ 
day  editor,  St.  Joseph  (Mo.)  News- 
Press,  board  members;  and  Fred  W. 
May,  Lebanon,  Mo.,  general  alumni 
representative. 

In  brief  dedicatory  talks,  A.  Bernard 
Moloney,  American  manager  of  Reu¬ 
ters,  and  Ralph  W.  Close,  Minister  to 
the  United  States  from  the  Union  of 
South  Africa,  on  Friday  presented  to 
the  Missouri  School  of  Journalism  a 
stone  coat-of-arms  taken  from  the 
river  frontage  of  the  British  House  of 
Parliament.  It  was  removed  from  its 
site  on  the  Thames  because  the  lion 
and  the  unicorn  which  flanked  it  were 
so  worn  by  the  centuries  that  a  com¬ 
plete  new  carving  was  necessary.  One 
claw  of  the  lion  still  can  be  seen,  at¬ 
tached  to  the  shield. 

Speakers  on  evening  programs  held 
during  the  closing  sessions  included. 
Barry  Faris,  INS  editor-in-chief,  and 
W.  C.  (‘Tex”)  Reynolds,  Racine 
(Wise.)  Journal  columnist. 

Sees  Classified  os  Stepchild 
Donald  B.  Barnhart,  classified  ad¬ 
vertising  manager,  McKeesport  (Pa.) 
News,  deplored  a  “former  tendency, 
still  maintained  by  some  publishers, 
to  put  the  office  boy  in  charge  of  the 
classified  advertising  department”  and 
reserve  the  good  advertising  men  for 
other  departments  of  the  field.  "The 
classified  section  is  journalism’s  little 
stepchild,  yet  it  is  a  real  gold  mine  if 
properly  developed,  capable  of  getting 
more  revenue  than  national  advertis¬ 
ing." 

Floyd  F.  Hockenhull,  editor  and 
publi.sher  of  Circulation  Management. 
Chicago,  told  listeners  that:  "While 
advertising  dropped,  circulation  went 
up.  Why?  Because  publishers  began 
Using  bu.sine.ss  methods  in  the  circu¬ 
lation  department.” 

Roy  Roberts,  managing  editor  of  the 
Kansas  City  Star,  told  the  hundreds 
of  journalism  undergraduates  in  his 
audience:  "This  will  be  the  toughest 
year  for  job-hunters  since  1932"  and 
advised  them  to  “take  any  job  you 
can  get.”  He  said  that  "a  great 
field”  did  exist  for  good  copy  readers, 
however.  “It’s  a  slave  job,”  he  con¬ 
ceded,  “but  a  good  desk  man  is 
heaven’s  gift  to  the  managing  editor.” 


Announcing  an  Event  of  Importance 
to  the  Advertising  World 

On  June  12-16.  thoii.<ian(ls  of  alert,  forward-looking  men 
and  women  from  all  parts  of  the  eountry  will  gather  to  ex¬ 
change  ideas,  plan  for  the  coming  year,  and  hecome  aequainted 
with  the  latest  developments  in  advertising  at  the 

34th  Annual  Convention 
Advertising  Federation  of  America 
Hotel  Statler— Detroit 

The  one  meeting  of  the  year  at  which  all  groups  of  ad¬ 
vertising  are  represented  offers  a  program  replete  with 
brilliant  speakers  and  many  other  attractive  features.  Ten 
departmental  groups  will  hold  work-a-tlay  meetings  where  the 
latest  problems  will  he  discussed  intimately  by  experts  in 
their  various  fields. 

Other  events  include  th«‘  annual  hampiet  and  hall,  and 
an  extensive  exhibit  of  toilay's  advertising. 

The  .4dcraft  (duh  and  tlu-  Womeirs  Ailvertisiiig  (Jiih 
of  Detroit  have  planned  a  sphuidid  array  <d‘  entertainment 
features  for  every  spare  minute  of  the  day  and  night,  includ¬ 
ing  sight-seeing  trips  to  automohih*  plant^  and  many  points 
of  interest  arouml  tin*  cily. 

Don  I  miss  this  mvmorublv  convention. 

34th  Annual  Convention 

Advertising  Federation  of  America 

June  12  -  16  Hotel  Statler  —  Detroit 

For  further  information  on  hotel  registration,  rates,  and  program  details,  address 
the  Advertising  Federation  of  .America,  330  West  42nd  Street,  New  York  City,  or 
Advertising  Fe<leralion  headquarters.  Room  228,  Hotel  Statler,  Detroit. 
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SPOTUGHT  ON  SIN 

SEVEN  OR  EIGHT  CASES  of  alleged  newspaper 
misfeasance  are  cited  in  the  current  bulletin 
of  the  Institute  for  Propaganda  Analysis,  con¬ 
ducted  by  a  group  of  university  professors.  They 
are  all  recent  examples,  principally  concerned 
with  news  bearing  on  the  reorganization  bill  fight 
before  Congress.  One  instance  is  the  divergence 
of  facts  in  reports  of  the  "Reveres”  who  rode  from 
New  York  to  Washington.  The  Herald  Tribune 
is  said  to  have  reported  three  different  numbers, 
each  smaller  than  the  first,  but  all  much  larger 
than  the  estimate  of  the  New  York  Post.  The 
latter  evidently  receives  the  Institute’s  credence. 

It  is  mentioned  also,  among  other  things,  that 
the  Chicago  Daily  News  referred  to  the  measure 
as  the  “dictator  bill." 

We  mention  those  two  instances  as  typical  of 
the  bulletin’s  observations.  The  facts  in  these 
and  others  are  probably  well  established,  and  the 
comment  is  silkily  temperate.  In  reading  it,  one 
is  reminded  of  Mark  Anthony’s  "For  Brutus  is  an 
honorable  man.”  The  bulletin’s  editors  are  canny 
enough  not  to  make  major  derelictions  of  their 
complaints. 

’The  publication  might  be  passed  without  no¬ 
tice  except  for  the  warning  it  serves  on  news¬ 
paper  people  that  their  every  move  is  being 
watched.  The  White  House  complains  of  mis¬ 
quotation  and  misinterpretation,  following  this 
charge  within  a  few  days  with  a  gesture  of  mag¬ 
nanimity — no  complaints  even  if  the  President  is 
misquoted  on  his  attitude  toward  state  campaigns. 
The  guild  and  other  organizations  prattle  about 
"lie  detectors,”  in  which  the  slips  of  the  press 
will  be  exposed  to  public  view. 

There  is  no  group  in  America  which  is  being 
held  to  such  high  standards  of  ethical  and  physical 
performance  as  the  editors  of  daily  newspapers. 
Lawyers  can  bungle  cases,  connive  at  law  eva¬ 
sion,  even  break  the  law,  with  practical  impunity. 
Doctors  can  kill  patients,  mulct  them  of  fortunes 
with  futile  or  even  fake  therapy,  also  break  the 
law,  and  few  of  them  are  ever  hailed  even  before 
their  own  ethical  tribunals.  The  clergy  can 
fumble  along  for  years,  doing  a  progressively  less 
ineffective  job,  without  losing  an  iota  of  the 
respect  for  the  cloth.  But  the  press,  dealing  with 
the  most  elusive  factors  of  all  and  with  great 
temptation  to  fudge,  is  held  strictly  to  account. 

To  our  mind,  the  variation  in  figures  on  the 
Reveres  in  the  Herald  Tribune  report  indicated  a 
conscientious  effort  by  that  paper  to  make  its 
news  approximate  the  truth.  It  was  against  the 
reorganization  measure,  and  given  its  choice  of 
two  equally  plausible  figures  indicative  of  popu¬ 
lar  opposition  to  the  measure,  it  would  be  super¬ 
human  if  it  took  the  smaller  number.  The  fact 
was  probably  not  easy  to  establish  during  the  few 
hours  between  its  first  and  last  editions  that  night. 

Calling  that  same  measure  a  "dictator  bill”  as 
the  Chicago  News  did  is  an  old  newspaper  tech¬ 
nique.  Certainly  it  is  editorial  in  nature  and 
intent.  It  is  propaganda.  It  is  intended  to  influ¬ 
ence  the  public  mind  in  the  direction  that  the 
editor  believes  public  action  should  go.  Why 
not?  Even  if  the  intent  is  absent,  the  propaganda 
effect  is  as  inseparable  from  news  as  is  the  color 
of  white  from  milk.  An  editor  who  conscientiously 
tries  to  eliminate  all  propaganda  effect  from  news 
is  unconsciously  throwing  propaganda  weight  in 
the  opposite  direction. 

It  cannot  be  overlooked  by  honest  editors,  how¬ 
ever,  that,  while  opinion  cannot  be  kept  out  of 
news,  care  must  be  taken  not  to  overload  the 
vehicle.  Opinion  may  serve  to  clarify  a  complex 
situation;  too  much  opinion  in  factual  reporting 
makes  it  impenetrably  muddy.  And  too  much 
opinion  is  going  to  be  detected  quickly  by  the 
sharpshooters  who  surround  the  press  house  to¬ 
day.  It  is  going  to  be  proclaimed  on  a  broadcast 
scale.  The  millions  of  words  devoid  of  propa¬ 
ganda  intent  go  for  nothing  in  the  eyes  of  people 
who  either  sincerely  want  to  improve  journalism, 
or  who,  for  their  own  ends,  want  to  enervate  and 
destroy  it.  The  spotlight  of  friend  and  foe  alike 
is  on  newspaper  sin,  and  a  journal  which  e.scapes 
its  sweeping  beam  must,  indeed,  be  in  a  class 
with  Caesar’s  wife. 


R  I  L 


For  if  the  trumpet  given  an  uneertain  sound,  who 
shall  prepare  himself  to  the  battle? 

—  1.  Corinthians,  XIV;  6. 


"TOO  MUCH  FOR  TWO  CENTS  ' 

A  COLUMNIST  in  a  Philadelphia  newspaper  car¬ 
ries  his  choice  tidbits  under  a  subhead  "Too 
Much  for  Two  Cents.”  While  his  phrase  may  be 
a  trifle  inappropriate  at  times  in  his  own  case,  it 
is  universally  applicable  in  the  daily  newspaper 
field. 

At  long  last,  however,  the  swing  upward  from 
the  2-cent  morning  or  evening  paper  is  gaining 
real  momentum.  Only  a  few  days  elapsed  from 
the  time  the  New  York  Times  and  New  York 
Herald  Tribune  announced  a  3-cent  city  price 
until  the  publishers  of  Philadelphia  and  Camden 
abandoned  their  2-cent  rate  of  many  years 
standing.  Others  have  followed  since  and  a  new 
wave  of  price  increases  from  the  2-cent  base  in 
coming  weeks  is  not  unlikely. 

Publishers  who  want  to  spread  the  burden  of 
increased  production  costs  and  try  to  show  a 
profit  in  these  difficult  days,  but  who  are  waver¬ 
ing  because  they  are  doubtful  of  reader  accept¬ 
ance  of  a  higher  circulation  price,  should  read 
the  facts  presented  by  George  A.  Brandenburg  in 
Editor  &  Publisher  last  week:  “Readers  Get  More 
for  Money  in  Swing  to  Higher  Prices.” 

Perhaps  we’re  a  bit  biased,  but  quite  often  we 
marvel  at  the  product  presented  to  us  in  our 
favorite  morning  and  evening  newspaper.  To 
cull  the  information  we  need  to  keep  up  with 
the  news  may  require  15  to  40  minutes,  accord¬ 
ing  to  pressure.  But  thorough  reading  of  numer¬ 
ous  features,  especially  those  of  some  Saturday 
metropolitan  dailies,  can  give  many  hours  of 
enjoyment — all  this  for  the  admission  price  of 
three  cents.  There  is  no  similar  service  to  the 
public  for  that  price  in  America  today,  and  the 
wavering  publishers  should  weigh  their  contem¬ 
plated  action  again  in  the  light  of  the  encour¬ 
aging  experiences  of  the  newspapers  surveyed 
in  Mr.  Brandenburg’s  article. 

*  *  • 

WHO  WON  THE  WAR? 

THE  ARMY  BOMBED  Farmingdale,  Long  Island, 

on  May  16,  and  this  lazy-bones  who  did  not 
care  to  drive  the  15  miles  that  separated  the  war 
from  his  fireside  took  it  in  via  radio.  It  was  a 
slightly  thrilling  experience  taken  that  way.  With 
a  good  imagination  you  could  hear  the  bark  of 
the  anti-aircraft  guns,  and,  easily,  the  roar  of 
the  defending  planes  taking  off,  the  grunt  of  the 
fire  siren,  and  the  distinctly  non-radio  voices  of 
the  assorted  technicians. 

We  left  the  radio  half  an  hour  later  with  the 
assurance  of  Gen.  Andrews,  commander  of  the 
defense,  that  the  attack  had  been  repelled  and 
that  all  ships  could  return  to  their  stations.  If  it 
had  mattered,  we  could  have  worked  up  a  fine 
comfortable  glow  over  the  heroic  defenders  of 
our  hearth  and  home,  always  successful  against 
the  invading  Eurasians. 

But — next  morning,  we  read  in  several  news¬ 
papers  that  the  raid  had  not  been  beaten  off. 
Farmingdale,  the  well  known  little  hill-girdled 
village  with  the  tall  trees  on  its  main  streets,  was 
theoretically  in  ruins.  The  latter  included  two 
plants  that  turn  out  military  and  naval  airplanes. 
Apparently,  several  of  the  high-flying  raiders 
had  not  even  been  seen,  much  less  repelled,  by 
the  defense.  So,  at  least,  wrote  the  eye-witness 
newspapermen.  They  were  under  no  tradition 
like  that  which  Gen.  Andrews  had  uttered  the 
day  before — “we  always  win  these  wars.’’ 

But — if  competent,  patriotic,  but  unbiased  eye¬ 
witnesses  are  going  to  tell  the  folks  that  we 
didn’t  win  this  one,  even  on  paper,  what  becomes 
of  the  army  tradition? 


PAY  DIRT 

AMERICAN  BUSINESS  produces  some  astound¬ 
ing  and  romantic  success  stories.  Perhaps  the 
most  outstanding  since  ihe  depths  of  the  Big 
Depression  is  the  rise  of  Mickey  Mouse’s  creator, 
Walt  Disney,  whose  numerous  brain  children  are 
familiar  to  all. 

One  aspect  of  Mr.  Disney’s  rise  is  the  use  of 
his  beloved  characters  of  the  celluloid  world  by 
manufacturers  of  cheeses,  breakfast  foods  and 
other  low-priced  merchandise.  The  sales  appeal 
was  directed  to  children  everywhere.  It  “clicked” 
universally,  if  one  is  to  believe  an  article  by 
George  T.  Bristol  in  Dun’s  Review  for  April.  In 
"Snow  White  and  the  Seven  Dwarfs  in  Merchan¬ 
dising,”  Mr.  Bristol  points  out  that  sales  of  Disney 
character  articles  rose  from  $300,000  in  1932  to 
$35,000,000  in  1937. 

Mr.  Bristol  calls  Snow  White  and  the  Seven 
Dwarfs  "the  most  dramatic  example  of  a  new 
force  in  merchandising.”  It  is  all  of  that.  From 
the  desire  of  merchandisers  to  exploit  Mickey 
Mouse,  the  Three  Little  Pigs,  and  the  rest  of  the 
Disney  inkwell  imps  while  their  popularity  was 
at  its  height,  has  grown  a  business  which  carries 
a  lesson  for  publishers  as  well  as  advertisers. 

It  doesn’t  take  long  for  America,  or  many  parts 
of  the  world,  for  that  matter,  in  this  modern  age, 
to  take  to  a  Snow  White  and  her  dwarf  benefac¬ 
tors  in  the  well  known  big  way.  The  story  of 
Mickey  Mouse  lifting  a  train  manufacturer  out 
of  bankruptcy,  all  because  America’s  children  and 
their  parents  were  “Mickey  Mouse-conscious,”  is 
familiar  to  all. 

Newspapers,  too,  can  capitalize  on  the  Disney 
clan.  We  have  heard  one  newspaper  promotion 
man  tell  how  he  spent  a  full  day  in  the  first 
lush  days  of  Snow  White’s  reign  concocting 
limericks  that  would  help  satiate  the  appetite  of 
the  Great  American  Public  for  more,  more,  more 
of  this  celluloid  charmer.  He  was  not  alone  in 
his  efforts,  for  the  bigwigs  of  a  newspaper  chain’s 
office  took  genuine  interest  in  the  stunt,  some  of 
them  trying  their  hand  at  the  limericks. 

Mr.  Bristol’s  article  is  well  worth  the  time  of 
its  reading  for  those  whose  business  is  interest¬ 
ing  the  public.  Of  particular  interest  to  adver¬ 
tisers  is  his  report  that  “offices  in  several  coun¬ 
tries  were  open  eight  hours  a  day  for  the  sole 
purpose  of  granting  licenses”  to  the  merchandis¬ 
ers  of  products  bearing  the  likenesses  of  Disney 
characters.  “Of  equal  importance  in  this  sales 
growth,”  Mr.  Bristol  comments,  “has  been  the 
active  creation  of  demand.  .  .  .  Licensees  were 
selected  not  primarily  on  a  basis  of  size  or  repu¬ 
tation,  but  according  to  the  measure  of  promotion 
which  they  would  expend  on  their  merchandise 
and  inevitably  on  the  Disney  characters.” 

Newspapers,  with  tons  of  publicity  on  the 
Disney  pictures  and  through  the  daily  rompings 
of  the  artist’s  characters  on  their  comic  pages, 
helped  create  this  tremendous  demand.  If  they 
can  obtain  a  share  of  the  pay  dirt  being  mined 
from  each  Disney  meteorite,  it  is  rightfully  theirs. 
•  *  • 

DESPICABLE  RACKET 

NEWS  AND  FEATURE  SERVICES  are  receiving 
a  constant  stream  of  letters  from  young 
people  in  cities  and  towns  remote  from  metro¬ 
politan  centers,  seeking  the  names  of  feature 
writers  who  might  be  customers  for  a  feature  tip 
.service.  The  flow  of  inquiries  suggests  that  some 
smart  gentleman  is  making  a  comfortable  liv¬ 
ing  by  “teaching”  unsophisticated  folks  the 
“analysis  and  clipping  of  items  from  newspajsers 
containing  tips  for  feature  writers.”  We  quote 
from  a  letter  that  has  just  been  received. 

There  is  no  such  market,  of  course.  Writers 
who  know  enough  to  write  for  a  major  syndicate 
have  no  lack  of  ideas  or  topics  for  discussion.  The 
possibility  of  adding  to  their  store  by  using  the 
second-hand  ideas  of  amateurs  is  too  slight  for 
consideration.  The  “teacher’’  who  collects  money 
for  such  training  is  in  a  class  with  the  goldbrick 
salesman,  and  the  magazines  which  accept  his 
advertising  are  no  better.  The  scheme  is  a  petty 
and  despicable  fraud. 
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PERSONAL 

MENTION 


XjDEN  REID,  president  and  editor, 
New  York  Herald  Tribune,  was 
ie  guest  of  Maj-Gen.  Frank  An- 
jews,  chief  of 
■he  G  H  Q  air 
hrce,  in  a  spe- 
•al  olane  'dur- 
og  air  corps 
war”  maneuv- 
trs  May  10. 

.Uthough  Mr. 

Reid  is  not  an 
2\riator  himself, 
he  is  keenly  in- 
•erested  in  flying. 

Frank  E.  Noyes, 

Morinette  (Wis.) 

Eagle-Star  pub¬ 
lisher,  recently 
returned  from  a 
Lake  Worth,  Fla. 

S.  E.  Thomason,  Chicago  Times 
publisher,  will  deliver  the  principal 
address  at  the  annual  Founders’  Day 
dinner  of  Chicago  alumni  chapter  of 
Sigma  Delta  Chi  at  Hotel  Sherman, 
May  24. 

Major  Robert  McLean,  newly  elected 
president  of  the  Associated  Press  and 
president,  Philadelphia  Evening  Bul- 
etin  will  be  the  guest  of  honor  at  a 
luncheon  to  be  given  May  25  by 
the  Poor  Richard  Club  of  Philadel¬ 
phia. 

Henry  J.  Allen,  publisher,  Topeka 


George  D.  Aiken  as  the  official  Ver- 

niont  state  song.  FOLKS  WORTH 

H.  E.  Thomas,  publisher,  Marys- 
ville  (Cal.)  Appeal-Democrat,  and  JV!!  vy  W 11 'I 

Robert  Muckier,  secretary-manager,  — - 

California  State  Fair,  were  joint  hosts  WALDO  R.  ARNOLD,  who  recently  . 
at  the  monthly  meeting  of  the  Allied  became  managing  editor  of  the 
Sacramento  Valley  Newspapers  held  Milwaukee  Journal,  is  popularly 
recently  in  Sacramento.  Mr.  Thomas  known  as 
is  a  member  of  the  fair  board.  “Scoop”  to 

M.  C.  Moore,  new.spaper  broker,  ac-  friends  and  as- 
companied  by  Mrs.  Moore,  has  re-  sociates.  He  was 
turned  to  Beverly  Hills,  Cal.,  from  born  in  Wiscon- 
an  extended  trip,  which  included  New  sin  42  years  ago 
Orleans,  Washington,  D.  C.,  New  York  and  joined  the 


Ogden  Reid 
winter  sojourn  at 


City,  Chicago  and  Milwaukee.  Mr. 
Moore  addressed  the  Marquette  Uni¬ 
versity  school  of  journalism. 

In  The  Business  Office 

FRED  W.  ALLSOPP,  general  man¬ 
ager  and  co-owner.  Little  Rock 
(Ark.)  Gazette,  is  recovering  in  a 
hospital  at  Win 


Journal  staff  in 
1917,  after  at¬ 
tending  the  Uni¬ 
versity  of  Wis¬ 
consin. 

After  a  year 
with  the  A.E.F. 
in  France,  he  re¬ 
turned  to  the 


irs 

no  use, 
Abner 


Waldo  R.  Arnold 


Fred  W.  Allsopp 


Journal  in  1919,  and  in  1920  was  made 
ter  Haven,  Fla.,  news  editor.  In  November,  1936,  he 
from  injuries  re-  was  appointed  assistant  managing  edi- 
ceived  in  a  fall  tor. 

several  weeks  Away  from  the  news  room,  Arnold 
ago  while  play-  projects  his  energy  into  his  favorite 
i  n  g  with  a  hobby  of  gardening  and  horticulture, 
grandchild.  H  e  ■  ■  ■■■' 

is  expected  to  Caskey  High  School,  of  Lancaster, 
remain  several  winner  of  the  Central  Pennsylvania 
weeks  at  Winter  Scholastic  Debating  contest. 

Haven  before  Roscoe  Belcher,  former  manager, 
returning  to  Guymon  (Okla.)  Daily  News,  has 
Little  Rock.  been  named  director  of  publicity  and ' 
P.  T.  Ander-  advertising  for  the  Oklahoma  State 


son,  Sr.,  general  Fair  and  Exposition. 

State  Journal  and  Clarence  P.  Oakes,  manager,  Macon  (Ga.)  Telegraph,  has  Paul  Caldwell,  of  Kannapolis 

L'tdependence,  Kan.,  world  traveler,  been  elected  to  the  board  of  directors  (N.  C.)  Daily  Independent  circulation 

newspaper  correspondent  and  lec-  of  the  Macon  branch,  Citizens  &  department,  has  resigned  to  edit  and 

urer,  were  featured  speakers  at  the  Southern  National  Bank.  publish  the  Cabarrus  County  News, 

National  convention  at  q  q  Mattocks,  assistant  advertis-  a  weekly.  Harry  Harding,  former 
P  ^  ®  director,  Los  Angeles  Examiner,  Concord  (N.  C.)  Tribune  advertising 

V  president,  Nor/ol/c  Mrs.  Mattocks  are  the  parents  of  manager,  has  been  named  business 

Urginian-Pilot  and  Ledger  Dispatch,  ^  7i^.pound  daughter  bom  April  30.  manager  of  the  weekly, 
was  a  featured  speaker  May  16  at  the  •  u  j*  •  i  *•  R.  E.  Chapman,  former  national  ad- 

cpening  session  of  the  Horticultural  George  Lmhardt,  cimulatmn  man-  j  g  manager,  Oklahoma  City ' 

tatilute  and  Flower  Show,  sponsored  “S ''f  r/J'  ILf  OHeho^.n  and  Times,  has  been 

ly  garden  clubs  and  the  Norfolk 

^yKltthoTno  ^JrCWtfiomctTi  and  Fimes 
Captain  William  E.  Haskell,  assist-  circulation  staff. 

«nt  to  the  president.  New  York  Her-  G.  M.  Temmel,  advertising  manager, 

Ogdensburg  (N.  Y.)  Advance-News, 
recently  resigned  to  join  the  Syracuse 
(N.  Y.)  Herald  advertising  staff. 

Kenneth  W.  Moody,  former  assis¬ 
tant  circulation  manager,  Wilkes- 
Barre  (Pa.)  Times-Leader,  recently 


cld  Tribune,  was  the  principal 
speaker  at  the  third  annual  Rhode 
Lland  Scholastic  Press  Association 
conference  May  20  at  Bryant  College, 
Providence. 

John  A.  File,  editor,  Chester  (Ill.) 


named  commercial  manager  of 
KOCY,  Oklahoma  City’s  new  station 
which  was  scheduled  to  go  on  the 
air  May  20. 

Fern  Gully  recently  completed  25 
years  of  service  with  the  accoimting 
department  of  the  Calgary  (Alta.) 
Herald. 


Herald-Tribune  was  elected  president  joined  the  Newark  (O.)  Daily  News 
of  Southern  Illinois  Editorial  Asso¬ 
ciation,  at  its  annual  meeting.  May 
14,  at  Carlinville.  Armin  Kxirz,  editor 
nd  publisher,  Carlinville  Democrat, 
was  named  secretary -treasurer. 

Gordon  Gray,  publisher,  Winston- 
Salem  Journal  and  Sentinel  and  Cur¬ 
tis  B.  Johnson,  publisher,  Charlotte 
Observer,  were  initiated  into  Omi- 
cron  Delta  Kappa,  national  leadership 
fraternity,  at  Davidson  College, 

Davidson,  N.  C.,  May  9. 

Lawrence  W.  Hager,  editor  and 
president  Owensboro  (Ky.)  Messen¬ 
ger  and  Inquirer  was  named  Gover- 
•lor  of  161st  Rotary  District  at  the 
Ashland  District  conference.  May  1-3. 

A.  J.  Sinnott,  editor,  Newark  (N.  J.) 

Erening  News  and  Leonard  Dreyfuss 
of  the  United  Advertising  Corp., 

Newark,  N.  J.,  have  been  appointed 
by  Governor  A.  Harry  Moore  to  the 
New  Jersey  Street  and  Highway 
Safety  Committee. 

James  E.  Hamlin,  co-publisher, 

^wkirk  (Okla.)  Daily  Reporter,  has 
bi’cn  reappointed  district  grand  high 
priest  of  the  Royal  Arch  Masons. 

Robert  B.  Atwood,  editor,  Anchor- 
ope  (Alaska)  Times,  visited  San  Fran¬ 
cisco  last  week  enroute  East,  where 
w  will  attend  the  Presbyterian 
Church  gathering  in  Philadelphia  as 
*  lay  delegate. 

Mrs.  Josephine  Hovey  Perry,  wife 
''u  N.  Perry,  editor  of  Barre 

(Vt.)  Times,  is  the  author  of  “Hail 
fo  Vermont,”  selected  by  Gov. 


HOW  TO  WIN  FRIENDS; 

Dale  Carnegie,  for  inspiration. 

Frank  Kent,  for  indignation. 

Zoe  Beckley,  for  consolation. 

Neal  O'Hara,  for  information. 

Roe  Fulkerson,  for  elation. 

Ken  Murray,  for  wit  and  humor  in  combina¬ 
tion. 

— and  there  you  have  it!  A  sure-fire  recipe. 


McNaught  Syndicate,  Inc. 


Greenwich,  Conn. 


V.  V.  McNITT 
Chairman 


CHAS.  V.  McADAM 
President 


In  The  Editorial  Rooms 

circulation  manager,  succeeding  SILAS  B.  RAGSDALE,  managing  edi- 
W.  H.  Dickel.  tor,  Galveston  News  and  Tribune, 

Albert  H.  Straub,  city  circulation  has  returned  after  a  10-day  stay  in 
manager,  Harrisburg  (Pa.)  Patriot  Hot  Springs  National  Park,  Ark.,^  and 
and  Evening  News,  recently  pre-  attendance  at  the  YMCA  national 
sented  a  silver  plaque,  an  award  of  council  meeting  in  St.  Louis, 
the  papers,  to  the  John  Piersol  Me-  (Continued  on  next  page) 


Daisy  Mae,  Li‘l  Abner's  sweet¬ 
heart,  is  right  —  with  several 
papers  to  spare.  The  star  of  A1 
(Lapp’s  comic  is  in  well  over  .3(M) 
newspapers  now.  And  if  Abner's 
hinted  that  he  would  marry  Daisy 
Mae  when  he  had  that  many 
subscriher.s,  he  might  as  well  give 
in.  A  recount  wouldn't  help  him; 
it  would  only  give  Daisy  Mae  a 
chance  to  say,  “Ah  told  yo’  so!” 

.300  subscribers  for  a  comic  about 
three  and  a  half  years  old  is  a 
record  rarely  made.  This  total  is 
the  more  noteworthy  for  its  in¬ 
clusion  of  so  many  important 
newspapers.  LI'L  ABNER  is 
published  in  all  but  two  of  the 
first  100  largest  cities  of  the 
country. 

ITS  EISTIRE  CIRCULA- 
TIOIS  TOPS  1 7  MlLLiOJS 

We  wouhl  he  glad  to  send  samples 
of  LI'L  ABNER.  In  writing  for 
them,  please  let  us  know  whether 
you  wish  to  sec  the  daily  strip  or 
the  color  page,  or  both. 

FEATURE 

SYNDICATE 

i  220  EAST  42nd  STREET 

1  NEW  YORK  CITY 
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EDITOR  &  PUBLISHER 


/  * 


PERSONALS 

continued  from  page  21 


ceived  an  honorary  key  and  honorary  in  Des  Moines,  has  joined  the  Mason 


membership. 

Sam  Schwieger,  city  editor,  Perry 


City  (la.)  Globe-Gazette. 

John  Dunlap  has  been  transferred 


Whelan,  managing  editor,  men's  luncheon  group 


(Okla.)  Daily  News,  has  been  elected  from  the  Fresno,  Cal.,  UP  bureau  to 
secretary  of  Poor  Boys  Club,  young  head  the  Sacramento  bureau,  suc¬ 


ceeding  Jack  Welter,  who  recently 


F.au  Claire  (Wis.)  Daily  Telegram  Harry  B.  Smith,  sports  editor,  San  became  Sacramento  correspondent  for 
has  been  elected  state  chairman  of  f^^ncisco  Chronicle,  assisted  by  Tod  San  Francisco  Examiner. 


W  Lscon^n  AKOciated  Press.  He  sue-  Connolly  of  the  staff,  Irvin  Hurst,  for  eight  years  a  state- 

cced.s  Roy  L.  ai^s  erg,  managing  jj^ected  the  daily’s  17th  annual  trap-  house  and  political  reporter  for  Okla- 
oditor.  La  Crosse  Tribin^.  who  de-  55^  ^itj/  Times,  resigned  May  1 

dined  le-election.  .  .  ronson,  Frank  Beaman  business  editor  ^  ®  Democratic 

managing  editor,  Oshkosh  North-  ^anK  seaman  business  editor,  ...  /  auditor 

..-psipr.i  wa.^  elected  vice-chairman.  Philadelphia  Record,  has  resigned,  candidate  tor  state  auditor. 


Irvin  Hurst,  for  eight  years  a  state- 


dined  re-deetion.  L.  K.  Bronson, 
managing  editor,  Oshkosh  North¬ 
western,  was  elected  vice-chairman. 


and  on  May  4  filed  as  a  Democratic 
candidate  for  state  auditor. 


$2/500s000  Spent 
Locally  by 
Ice  Industry 

No  National  Appropriation, 
But  Association  Promotes 
Local  Copy  by  Members 

With  no  specific  appropriation  for 
national  advertising  in  newspapers  to 


’  /-  •♦IT-  f  V.'  V.  b-en  Goldsmith,  formerly  of  New  R.  D.  Hudson  has  returned  to  the  promote  ice  consumption,  the  National 

^  4**1  York  newspapers,  succeeds  him.  Lancaster  (S.  C.)  News  as  editor.  He  Association  of  Ice  Industries  throu^ 

edho^s  at  t  d'innw^Lllowing  George  Leidy,  of  Philadelphia  Eve-  resigned  last  July  and  since  then  has  National  Ice  Advertising,  Inc.,  reports 

the  -5  editors  g  .  ,  ,  ,,,  .  r  ,  been  in  the  advertising  business.  He  “local  newspaper  advertising  has  been 


Utors  at  a  dinner  following  George  Leidy,  of  Philadelphia  Eve-  rcsignea  last  July  and  since  men  1 
niiig  Ledger  library  staff,  har.  re-  been  m  the  advertising  business, 
signed  to  become  a  salesman  with  a  succeeds  Robert  Kelsey,  resigned. 

\  ^  k/**"’  baking  firm.  F rank  B.  Borries,  formerly 

(N.  Y.)  Times,  has  been  ,  «  -  ^  ^  , 


the  meeting.  i^eager  i.orary 

.  ,,  signed  to  become  a  s; 

Albert  Kleps  Jr.,  managing  edhor, 

Batavia  (N.  Y.)  Times,  has  been  .  u  o 

named  by  the  State  Liquor  Authority  Arthur  Graves  St 
to  the  Genesee  County  Alcoholic  Bev-  columnist,  Boston  He 
erage  Control  Board.  pf  ‘  ^  Football  Player' 

Joseph  F.  Cummiskey,  city  editor,  HonErhton  ^IvTifflin  Cn^ 
Buffalo  (N.  Y.)  Times,  discussed  col-  Houghton  Mifflin  Co. 

lege  newspaper  training  and  study  Robert  P.  Vanderpoi 
May  10  at  the  annual  banquet  of  Fiat  ninQ  American  financi 


authoritatively  estimated  as  represent¬ 
baking  firm.  Frank  B.  Borries,  formerly  of  mg  approximately  $2,500,000,  about 

Arthur  Graves  Sampson,  sports  Lotiiisrille  Courier- Journal  and  the  five  times  the  amount  expended  m- 

columnist,  Boston  Herald,  is  author  Lexington  Herald-Leader  staffs,  has  nually  in  the  national  campaign  The 

of  “A  Football  Player’s  Diary,”  a  full  purchased  an  interest  in  the  Carlisle  latter  refers  to  magazine  and  radio 

length  novel  being  released  by  (Ky*)  Mercury.  advertising.  „  • 

Houghton  Mifflin  Co.  Rod  Vandivert,  formerly  automobile  ^  3,000  ice  plants  in 

Robert  P.  Vanderpoel,  Chicago  Eve-  edimr  of  the  Chicago  Herald  &  Ex-  ®  ’ 

iiing  American  financial  editor,  spoke  aininer,  has  joined  Hearst  Interna-  ,  .  j.,orr  • 


advertising. 

Of  approximately  3,000  ice  plants  in 
the  U.  S.,  2,500  are  represented  in  the 
National  Association  and  1,800  con¬ 
tribute  to  the  national  advertising 


Lnx  Alfr^  Un iversitv  Dubl^  at  the  recent  May  meeting  of  (Chicago  tional  Advertising  Service,  New  York,  aaverusing 


sponsibility  of  the  Employer  to  the 

EDITOR  &  PUBLISHER 

Including  zette  reporter,  and  Mrs.  Ward  are 

The  Journ^ist  mevgei  1907;  Meu’spa^^m,  parents  of  a  daughter.  Gene,  born 
merced  1925;  rite  £jfa<4r,  merged  1927.  e.  .  . 

nues  Patented,  Registered  Conteots  C<m>Tighted  1938  . 

WIK  EDITOR  &  PL'BLISHER  COMPANY.  INC.  Allen  R.  Matthews,  former  reporter 
James  Wn^t  Brotin,  Prreident  and^blidher  grid  copy  reader,  Macon  (Ga.)  Tele- 
James  W right  Brown,  Jr.,  \ice  President  .  V  .  .  ... 

CJiarles  B.  Groomes,  Treasurer  praph,  has  been  named  news  editor, 

Chas.  T.  Stuart,  Secretary  succeeding  Hugh  H.  Park,  who  has 

.\rthur  T.  Robb,  Editor  j  .u  /i.i  .  /-< 

_ Warren  L.  Bassett,  Director _  joined  the  Atlanta  Constitution  copy 

Creneral  Ottices:  desk. 

<2nd  S^^SBro"aC.Ve^o?S  N.  Y.  Charles  D.  Mackey,  former  Sunday 
Tdephonet:  editor,  Philadelphia  Record,  has 

_ BRyMt  »3()52.  3053,  3054  3055  and  3058  -  opened  a  public  relations  office  at 

The  Oldest  PubUsh^^^^Adt-ertiaers  Journal  ^  Philadelphia. 

Arthur  T.  Robb,  Editor;  Warren  L.  Baswtt,  Managing  Martin  J.  McEvilly,  picture  assign- 
Editor;  Robert  U.  Brown.  Aiioetale  Editor;  Walter  E.  orlitnr  Xom  'Vnrlr  rtniU, 

.Schneider,  A’etct  Editor;  John  J.  Clougher,  Marlen  E.  Mltor,  «ete  York  Uaillj  News. 

Pew,  Jr. _ Will  address  the  May  luncheon  meet- 

James  Wright  Brown,  Jr.,  Ara’danl  PuiliiW;  Charles  B .  ing  of  New  York  Financial  Advertis- 
Groomes,  Gonertl  Managtr;  Charles  T.  Stuart,  Aden--  A<;sn  at  the  T.awv«.r<!  Pliih  Mav  9A 

tiriiig  Dindor;  George  H.  Strate,  Cireulalton  iranajer.  JYSSn.  at  me  L.awyers  t^IUD  May  di. 

Washington,  D.  C.  Correspondent:  General  Press  Aas^,  Joseph  J.  Flanagan,  political  writer 
James  J.  Butler  and  Georw  H.  Manning,  Jr.,  1223  and  citv  hall  renorter  Toledo  Mom  - 
.Vottoaol  Prtu  Gub  Bldg..  Kone  MetropoliUn  1080.  .  "“I*  reporter,  j  oicao  Morti- 


for  the  New  York  Journal  and  Ameri¬ 
can.  Herbert  Wilson,  Chicago  Eve¬ 
ning  American  automobile  editor,  has 
been  placed  in  charge  of  automotive 


country. 

Promotes  Local  Advertisinq 

Although  it  does  no  actual  news- 


news  and  advertising  for  the  Chicago  paf^r  advertising  itself,  the  association 


Mav  15  O’.  Hearst  newspapers.  actively  promotes  the  use  of  local  ad- 

^  f  1  r»  4  T..  f  4U  vertising  by  its  members.  Complete 

Allen  R.  Matthews,  former  reporter  Finley  Peter  Dunne,  son  of  the  ^.^^npaigns  are  planned  and  mats  dis¬ 
and  copy  reader,  Macon  (Ga.)  Tele-  author,  has  left  the  Boston  members  from  the  central 

graph,  has  been  named  news  editor.  Herald  re^rtonal  stafff  He  will  be  ^  ^ewspa- 


succeeding  Hugh  H.  Park,  who  has 
joined  the  Atlanta  Constitution  copy 
desk. 

Charles  D.  Mackey,  former  Sunday 
editor,  Philadelphia  Record ,  has 
opened  a  public  relations  office  at 
1307  Walnut  St.,  Philadelphia. 

Martin  J.  McEvilly,  picture  assign- 


replaced  by  Jeremiah  Moriarty,  for¬ 
merly  of  the  Herald  and  more  recent¬ 
ly  of  the  Boston  American. 


I  f  D  f  A  loe  Refrigeration  Bureau  in  1936, 

ly  of  the  Boston  American.  ,,  ,  ,,  ...  .,  ..  . 

then  handling  the  distribution  of  ma- 

terial,  mailed  proofs  to  2.250  news- 
Special  Editions  papers  with  a  letter  calling  their  at- 

tention  to  the  opportimity  for  the 
TULSA  (Okla.)  WORLD,  May  15,  deyelopment  of  local  ice  advertising. 

repoUed  225  individual  ice  com- 


iihTD  WJ™  ^''^riinj.  iviccviiiy,  picture  assign-  international  Petroleum  Exposition  “ 

k&'ohnTao^^^j;’  E.  '"ent  editor.  New  York  Daily  News,  section,  32  pages.  panied  used  the  mats  totaling  1.250,000 


will  address  the  May  luncheon  meet 
ing  of  New  York  Financial  Advertis 


jction,  32  pages. 

Wall  Street  Journal,  Pacific  Coast 


agate  lines. 

In  1937,  National  Ice  Advertising. 


right  Brown,  Jr.,  AfrirtaniPuMiiAw.chMiei  B.  mg  ot  Wew  York  financial  Advertis-  f  J.  .  *  ■ ,  or  — V;  .  “  m  waiionai  ice  Aaverusuig. 

S^lt^’T-suu^^TiiaiZ:  ers  Assn,  at  the  Lawyers  Club  May  24.  tZ  distribution  prob- 

P,  C.  cytro,.nde,u  Joseph  J.  Flanagan,  political  writer  pa^s  6  see"^ons  “ 


Juna  J.  Bute  and  George  H.  Manning,  Jr.,  1223  and  citv  hall  renorter  '  Toledo  Mom  ”  ^^4. 4444..=  44.^*4.444.^  a.,  newspaper  campaigns.  Mats  and 

.Vnfaaal  Pruo  Gub  «CTbone  MetropoliUn  1080.  J  Toledo  Moni-  rotogravure  section  on  Golden  Gate  stereos,  this  time,  were  provided  free 

Chleago  CorreqwDdent;  George  A.  Brandenburg.  921  taken  a  leave  of  ab-  International  Exposition.  _1I  cnKccriheru  in  the  national  cam- 

Lonion  OuoraiitM  ond  Aceidont  Building,  360  North  sence  to  become  publicity  director  for  „  ,  ^  to  all  suDscriDers  in  me  national  cam 

Miekigan  Aw,  Telephone  Dearbom  6771. _  John  W.  Bricker  former  Ohio  attor-  Galveston  Tribune,  May  12  and  paign.  Ice  Advertising,  Inc.,  reports 

I^6c  Coaat  CorreapondenU:  Campbell  Wataon,  2132  ceneral  in  his  eamnaivn  for  th*.  Galveston  News,  May  13,  special  it  gave  individual  assistance  in  plan- 

wia>  nl4  tw  ot  .hese  cmpalg™  4. 

phone,  Hempatead  8722. _ _  of  Ohio.  All-State  Shrine  ceremonial,  full  page  more  than  200  ice  companies  and  the 


Uiekigan  Ah.,  Telephone  Dearborn  6771. _ 

I^6e  Coaat  Correapondents:  CampMl  Wataon,  2132 
Dorby  BtraaL  Berheley,  Cal.,  Telephone;  Tbornwall  SSS7; 
Ken  Taylor,  1215  North  Bobart  Soul.,  Loa  Angelea,  Tele* 

phone,  Hempatead  5722. _  _ 

London  Offioe:  e/o  The  Caxton  Magaiine,  Grand  Build- 
Ing,  Trafalgar  8q.,  W.  C.  2.  Allan  Delafona,  Manager; 

Telephone.  Whitehall  6861. _ _ 

PutaTF^anoe  Ofliee:  76  rue  dei  Perite  CAampi.  Manager: 
Sydney  R.  Clarke,  telephone  Opera  66-27.  Correapon- 
dent:  Bmhard  Ragner,  25  Rue  Rmnoquin,  Telephone 

EtoUe  07-7a _ 

Far  Eaatern  Corraapondenta:  Hans  R.  Johanaen,  e/o 
Oaaka  Mainiehi,  Oa/^a,  Jamn  and  Jamea  Shen,  the 
Centre  News  Agency,  Hung  Wu  Road.  Nanking,  China. 


Fred  Seelig,  formerly  with  the  Son 
Antonio  Light,  is  now  on  the  Hous¬ 
ton  Press  copy  desk. 

Franklin  W.  Yeutter  has  been 


s’ze,  12  pages  each. 

Asbury  Park  (N.  J.)  Evening  Press 


campaigns  developed  required  2,350 
advertisements  totalling  over  1,000,000 


Centre  New.  Agency.  Hung  Wu  Rnad,  Nanbng.jjilna.  former  general  assignment  man  for 
g?g;ra^t?U^.g.^onS^rtk.Jaurws!’  ^le  BuUeUn,  returned  recently  from 


named  baseball  writer  for  the  Phi  la-  Louisiana’s  March  of  Progress  Edi- 
delphm  Evening  Bulletin.  Yeutter,  tion.  116  pages.  6  sections. 


May  12.  64-page  annual  Invitation  lines.  It  is  stated  other  ice  companies 
Edition.  used  their  own  advertisements  in 

Monroe  (La.)  News-Star,  May  5.  space  not  included  in  the  above  figure, 
tuisiana’s  March  of  Progress  Eldi-  Distribute  Organ 

in,  116  pages,  6  sections.  This  year  the  organization  is  dis- 

Greensboro  (N.  C.)  Daily  News,  tributing  “The  Business  Builder’’  to 
ay  8,  Insurance  Section.  16  pages,  all  companies  supporting  the  national 
connection  with  National  Life  In-  campaign  which  repeatedly  advises 
ranee  Week  members  to  back  up  their  national 

Seattle  Times,  “Bridal  Supplement,’’  i  f 

.,  ’  Don  t  overlook  the  powerful  weapon 

pages,  recen  y.  newspaper  advertising  in  your 

Holland  (Mich.)  Evening  Sentinel,  spring  1938  campaign  "  it  has  stated 


lines 

1 

6  1 

1  13 

26 

52 

Agnte 

Time 

Times 

Times 

Time 

Times 

672 

$275 

5234 

$220 

$206 

$182 

336 

154 

131 

123 

116 

103 

168 

85 

72* 

68* 

64* 

57 

84 

55 

47* 

44* 

41* 

37 

42 

33 

28* 

26* 

24* 

22 

New  Mexico  after  a  214-year  leave  . 
of  absence.  Cy  Peterman,  who  has  ‘  ’  connection 
been  doing  baseball,  will  continue  to  Week, 

write  “sports  parade.”  Seattle  Time 


HPage  84  55  47*  44*  41*  37  Russell  Schoch,  Des  Moines  Trib-  C.  c.  •  o  •  . 

[■AiPagcl  42  I  33  I  28»l  26*1  24’1  22  j  reporter,  and  Ogden  Dwight  Holland  (Mich.)  Euemiig  Sentinel. 

The  aingle  column  forty-two  line  rate  maker  card  at  a  coat  _ _ j _ _  _  .u  1  x”  ’  Mav  14.  Third  Annual  Tulip  Time 

of  $22,  per  week  earns  as  low  a  rate  on  a  52  time  basis  as  copyreader.  are  on  a  three-week  tour  -jo’  M...V.K4.4  ao 


recentlv  from  Greensboro  (N.  C.)  Daily  News, 
214-year  leave  Insurance  Action,  16  pages. 


i;i  connection  with  National  Life  In- 


Seattle  Times,  “Bridal  Supplement,” 
8  pages,  recently. 


Ice  companies  in  445  cities  have 


any  other  schedule  namely,  5182  per  page:  $103  half  page;  through  Mexico.  By  chance  they  met 

iwo  other  staff  mombors,  Henry 


ftgate  line  three  times  fcount  six  words  to  the  line)^ _ 

Subscription  rates:  By  mail  payable  in  advance  United 
States  and  Island  Possessions.  |4  per  year;  Canada,  $4.50; 
Foreu^n,  $5. _ 


City. 

William  Reed  of  Philadelphia  Eve¬ 
ning  Bulletin  staff,  and  Mrs.  Reed  are 


Club  rates:  The  club  rates  are  applicable  to  all  aub-  _ _ r  ’  ,  '  '  , 

scriptiona  in  any  one  organization — whether  paid  for  by  *he  parents  ot  a  son,  born  recently, 
the  company  or  indiriduals.  Three  aubscriptiona  to  William  OTnnnnr  4->f  R..4-fmi  Hor 
separate  addresses  for  one  year  each  or  one  subreription  kJ  Connor,,  pi  Bosfoil  Her- 


8-page  tabloid.  “Better  Babies.”  of  National  Ice  Advertising,  Inc.,  45| 

Sacramento  Union,  May  1,  8-page  of  483  ice  companies  answered  y®® 
refrigeration  edition.  to  the  question,  “Do  you  use  loo- 


separate  addresses  for  one  year  each  or  one  subscription 
for  three  years.  $10;  five  subscriptions  to  different  ad> 

dreases  for  one  year  each  or  one  subscription  for  6ve  years,  F.  Shea  as  Federal  buildine  reoorter 
515;  ten  aubacriptions  one  year  each  or  one  for  ten  years,  ®  ^ 

$25.  Member  Associated  Business  Papers. _  Ron  G.  Sercombe,  Reading  (Pa.) 

Charter  Member  of  the  Audit  Bureau  of  Circiilationa  Eagle  staff  writer,  spoke  over  Station 
with  an  average  certi6ed  net  paid  “A.B.C."  as  follows;  t-v-nr  nu-i  j  i  u-  ae  -i-i 

i - BilMSShi - Philadelphia,  May  11,  giving  a 

Ended  Paid  tribution  balute  to  Berks  County. 


with  an  average  certified  net  paid  “A.B.C.**  as  follows: 


1  Biz  Months 

1  Ended 

Net 

Paid 

Total  Dis¬ 
tribution 

Dec.  31, 

1937 . 

11,738 

12.779 

1936 . 

10,855 

12,064 

1935 . 

10,178 

11,206 

1934 . 

9,651 

10,607 

1933 . 

8,625 

9,819 

1932 . 

9,337 

10,488 

1931 . 

10,116 

11,120 

1930 . 

10,403 

11,417 

1929 . 

10,180 

11,564 

_  _ 

1928 . 

8,967 

10,019 

versary. 

Attleboro  (Mass.)  Snn,  May  10,  TRAVEL  EXHIBIT 
Attleboro  Day,  30  pages,  two  sec- 

nr  1  £  tj  /TO  T  \  ar  44  attended  the  four-day  third  annui- 

Wakefield  (R-  D  Narragansett  international  Travel  Exposition,  spof 
mes  May  13,  75th  anniversary  edi-  Chicago  Daily  News,  et- 

,n  of  two  sections,  16  pages.  l^^t  year’s  figure  by  more  tltf 

Jersey  City  (N.  J.)  Jersey  Journal,  13,000.  The  daily’s  annual  Sumnie: 


J.  Clark  Dolliver,  of  Battle  Creek 

(Mich.)  Moon-Journal  staff  and  a  son  Wakefield  (R.  I.)  Narragansett 

of  the  publisher,  George  B.  Dolliver,  Times,  May  13,  75th  anniversary  edi 
has  been  nominated  as  a  director  of  t’on  of  two  sections,  16  pages. 


Battle  Creek  Junior 
Commerce. 


Chamber 


LeRoy  Austin,  formerly  with  INS  tabloid  size. 


May  4,  Baby  Week  Edition,  20  pages. 


through  Mexico.  By  chance  they  met  Resort  Number.  40  pages,  three  ready  repiorted  their  intention  of  usi^ 

two  other  staff  members,  Henry  with  color  used  on  front  newspaper  advertising  with  the  if* 

Landgren  and  Floyd  Johnson,  of  the  pages.  selling  season  just  beginning.  Mats 


must  be  on  a  aemiue  copy  sciieauie.  •  iur«K 

Classified  rates;  85c  per  agate  line  one  time;  70e  per  agate  Landgren  and  Floyd  Johnson,  of  the  _  selling  season  just  beginning. 

line  four  times. _ art  department,  as  they  were  enter-  Sacramento  Bee.  April  27,  8-page  have  been  requested  from  Ice  Adver- 

Situitions  wanted:  50c  per  agate  tine  one  time;  40c  per  ing  a  bull  fight  stadium  in  Mexico  Rodeo  Edition;  April  28,  8-page  tab-  tising,  Inc.,  totalling  over  1.250, OW 
^n^ree  times  fcount  sj^yordejoth^iim)  ,„id,  “Spring  Cook  Book”;  May  2,  lines.  In  response  to  a  questionnaire 

Sutucnption  rates:  By  mail  payable  m  advance  United  t  ”  r  twt  a-  it  a  j  a.  -  t _ 

States  and  Island  Possessions,  $4  per  year;  Canada,  $4.50;  William  Reed  of  Philadelnhia  Eve-  o-page  tabloid,  Bettei  Babies.  of  National  Ice  Advertising,  Inc.,  re 


William  O'Connor,,  of  Bosfoi.  Her-  R'«ii./ield  (N.  J.)  Courier  -  News,  newspaper  advertising  regularly?” 

aid  staff,  succeeds  the  late  Michael  14-  two  special  .sections,  compris-  Details  on  the  ice  ad\^riising 

F.  Shea  as  Federal  building  reporter.  >rig  48  pages,  devoted  to  observance  provided  by  Donahue  &  Coe,  adve 

Ron  G.  Sercomhc  Rendivn  IP.  ^  Somerset  County’s  250th  anni-  mg  agency  handling  the  national 


Resort  and  Travel  number  will 
published  Jvme  11. 


Scenes  from  the  making  of  the  modern  newspaper 


Impression  adjustment  is  fool-proof 


Ink  is  under  complete  control 


Lubrication  is  automatic 


Units  ore  rugged  for  sustained  speeds 


Top-section  is  sturdy  for  high  speeds 


Tension  is  automatic  and  electric 


Folder  is  anti-friction  bearing  type 


Roll  changes  are  effortless 


Adjustments  are  few,  simple  and  convenient  The  laydown  is  neat  and  orderly  Designed  and  built  by  whom . . .  ? 

The  Original  Anti-Friction  Bearing  Newspaper  Press 

R.  HOE  &  CO.,  Inc.  General  Offices:  910  East  138th  St.  (at  East  River)  New  York,  N.Y. 


i  O  s  T  O  N 


SAN  FRANCISCO 


CHICAGO 


•  IRMINGHAM 


LONDON 


24— A  DVERTISING 


EDITOR  &  PUBLISHER 


the  Star  you  will  stumble  on  them  in 
all  parts  of  the  paper.  People  who 
are  dining  out  might  look  at  the  mov- 
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f  Marg  aNO  T 

WORK 

NIW  OB  BIPAIB  WpBK 

^  /  riMitaaSlNp  I 

EDWM  L  ELUn 

TOSS! 


KEEIAI 


TUMITf  CeoSTBOi  CO. 


65* 


OUR  PLUMdtR 


HOW  NEWSPAPER 

ADVERTISING  WORKS 

Each  week  an  adverfiiing  classification  will  be  analyzed  in 
these  columns.  Since  practically  all  advertising  finally  centers 
on  a  retail  outlet,  these  studies  should  be  of  equal  interest 
to  national  as  well  as  local  advertisers. 

By  FRANK  E.  FEHLMAN 

No.  66.  Starting  Them  with  An  Inch 

DURING  the  past  eight  years  manu¬ 
facturers  and  retailers  have  been 
forced  to  study  cost  sheets  as  never 
before  and  the  economies  that  have 
been  effected,  if  translated  into 
credits,  would  probably  total  hun¬ 
dreds  of  millions  of  dollars. 

Sales  territories  have  been  analyzed 
as  never  before.  Expense  sheets  for 
travelling  salesmen  have  been  scru¬ 
tinized,  retailers  have  moved  to  less 
expensive  stores,  railroads  have  re¬ 
duced  their  passenger  fares,  and  con¬ 
sumers  have  studied  family  budgets. 

Savings  banks  and  insurance  com¬ 
panies  have  reduced  their  dividends, 
white  collar  salaries  have  been  cut, 
entertainment  expense  accounts  re¬ 
duced  to  a  minimum,  but  not  until  the 
last  two  years  have  publishers,  local 
advertising  managers,  and  retailers 
given  any  serious  consideration  to  the 
problem  of  how  an  advertiser  might 
continue  to  be  in  the  paper  frequently 
even  though  his  space  was  greatly  re¬ 
duced.  The  law  of  frequency  has  been 
proven  conclusively  and  any  retailer 
who  has  survived  the  depression  and 
the  recession  and  has  been  able  to 
earn  his  fixed  expenses  and  a  living 
for  himself  knows  that  he  must  be  in 
one  or  more  papers  at  least  three 
times  a  week  if  he  is  to  hold  the  trade 
he  has  and  win  new  customers. 

The  Inch  Advertiser 

AT  THE  SUGGESTION  of  several 
local  advertising  managers,  we  have, 
during  the  past  few  months,  collected 
and  studied  upwards  of  500-inch  ad¬ 
vertisements.  In  many  cases  we  have 
been  fortunate  to  obtain  complete 
stories  from  the  advertiser  as  to  just 
what  this  inch  copy  has  done  to 
maintain  his  volume  and  win  new 
customers.  The  20  advertisements  re¬ 
produced  here  were  clipped  from 
seven  different  dailies  with  circula¬ 
tions  ranging  from  8,000  to  300,000. 

Several  of  these  advertisements  are 
run  without  a  change  day  in  and  day 
out,  week  in  and  week  out,  year  in 
and  year  out. 

More  than  SO^e  of  all  of  the  one  inch 
ads  studied  carried  a  telephone  num¬ 
ber  and  practically  all  of  them  the  ad¬ 
dress  of  the  store  or  restaurant  or 
office  of  the  advertiser.  Practically 
all  of  the  paj>ers  that  carried  these  one 
inch  advertisements  gave  these  adver¬ 
tisers  a  real  break  in  position. 

More  than  SO^c  of  them  occupy  full 
position  day  in  and  day  out  but  to  do 
this  many  of  the  ads  appeared  on  pages 
that  ordinarily  would  not  be  accept¬ 
able  to  the  average  advertiser. 

A  Word  About  Position 
THE  LOCAL  ADVERTISER  who  con¬ 
tracts  for  six  or  seven  insertions  a 
week  soon  discovers  that  some  pages 
in  the  paper  are  much  better  than  he 
thought.  Take  as  an  example,  the 
Lotos  Lantern  ad  that  apfiears  in 
the  lower  left-hand  corner  of  the  cut. 

This  restaurant  features  a  special  din¬ 
ner  every  evening  in  the  Washington 
Star.  The  prices  vary  from  65c  to  85c 
and  occasionally  over  $1.  The  com¬ 
plete  menu  is  listed  with  the  price, 
and  if  you  follow  these  daily  ads  in 


rain.  This  advertiser  stated  that  some¬ 
times  he  becomes  discouraged  because 
he  can  see  no  reason  why  the  home 
owner  should  not  have  his  roof  fixed 
when  the  weather  is  pleasant  but  nine 
out  of  ten  wait  until  the  leak  becomes 
so  serious  that  immediate  attention  is 
necessary. 

One-Time  Insertions 
THE  ADVERTISEMENT  in  the  upper 
right  hand  corner,  second  from  the 
top,  “Will  Barcelona  Fall?”  appeared 
three  days,  and  Mr.  Krehm,  who  spoke 
at  this  mass  meeting,  had  a  full  house. 
Dozens  of  small  advertisers  who  have 
a  message  that  they  want  to  release 
to  a  great  many  people,  would  auto¬ 
matically  use  a  daily  newspaper  if 


AITO 

Seat  Cavers 
LS.JULlJEN.be. 

1443  P  K  P.V.  no.  im 


mso 


Will  Barcelona  Fail? 


TOm  UMTM 
WmONM.  SERVICE 
JBM  Ma  ST.I^ 
<S)iatosa^^ 


Examples  of  effective  one-inch  copy. 


ing  picture  page  first,  they  might 
check  the  baseball  scores,  the  radio 
log,  the  woman’s  page,  or  stop  after 
they  have  finished  the  national  or 
local  news  pages. 

On  a  percentage  basis,  the  new  ad¬ 
vertiser  is  better  off  if  he  lets  the 
make-up  man  toss  his  ad  on  to  the 
page  and  space  that  is  last  filled.  Week 
in  and  week  out  he  will  get  almost 
100%  positions  and  the  really  pleasant 
thing  about  his  schedule  is  that  nine 
times  out  of  ten  it  works  but  it  doesn’t 
work  overnight. 

How  Often  Should  They  Run? 

AS  HAS  BEEN  STATED  many  times 

in  this  column,  all  the  studies  now 
available  prove  that  the  average  news¬ 
paper  ad  will  work  for  48  hours.  Of 
course,  a  restaurant  such  as  the  Lotos 
Lantern  which  features  a  different 
dinner  every  day  must,  of  necessity, 
use  the  paper  seven  days  a  week  if  it 
wants  to  reach  the  greatest  number  of 
people  who  are  dining  out  on  a  given 
evening.  The  same  would  be  true  of 
Gichner  whose  copy  consists  of  five 
words  and  a  question  mark.  Mr. 
Gichner  knows  by  this  time  that  no 
one  can  forecast  rain  beyond  a  48- 
hour  period  and  even  the  weather 
man  sometimes  makes  mistakes. 
Hence,  Mr.  Gichner  has  found  it  val¬ 
uable  to  have  his  ad  in  the  Washing¬ 
ton  Evening  Star  every  day.  His  one 
hope  through  every  day  is  that  it  will 
rain  so  that  his  telephone  will  ring 
tomorrow. 

Another  “roof  fixer”  interviewed, 
stated  that  95%  of  all  his  work  follows 


they  knew  how  effective  this  small 
copy  might  be. 

One  experiment  which  is  now  just 
being  started  has  to  do  with  reaching 
dozens  of  these  1,  2,  3,  4,  5,  6-time  ad¬ 
vertisers.  A  paper  is  planning  to  run 
small  ads,  one  inch  in  size,  telling 
lodges  and  others  that  when  they  have 
a  special  announcement  to  make  they 
can  do  it  in  the  space  the  size  of  the 
ad  they  are  reading. 

Building  Larger  Schedules 

IN  EVERY  MARKET  may  be  found 

hundreds  of  small  advertisers  who 
use  the  telephone  directory,  who  oc¬ 
casionally  buy  direct  mail  material, 
or  who  buy  a  quantity  of  car  cards  or 
bus  cards  in  their  neighborhood.  These 
advertisers  are  skeptical,  critical,  and 
in  most  cases,  expect  quick  results. 
In  this  respect,  they  are  no  different 
from  other  advertisers  who  buy  large 
space.  It  is  to  this  group  that  local 
advertising  managers  should  direct 
their  sales  efforts. 

Getting  a  prospect  list  together  is 
very  simple.  The  first  step  is  to 
check  every  classification  in  the  classi¬ 
fied  section  of  the  telephone  directory. 
Second,  have  someone  ride  the  street 
cars  for  two  or  three  days  and  take 
off  all  the  names  of  the  advertisers 


who  are  not  in  the  paper.  Third 
check  the  dozens  of  advertisers  that 
are  in  the  paper  during  the  holiday 
season  or  during  the  sales  season. 
From  these  three  sources  can  be  ob¬ 
tained  most  of  the  prospects  who  are 
worth  while.  After  their  credit  has 
been  O.K.’d,  the  local  salesman  should 
prepare  a  dozen  one-inch  ads — simple, 
direct,  to  the  point — just  like  the  ex¬ 
amples  shown  with  this  article. 

Once  the  advertiser  has  embarked 
on  a  minimum  of  three  insertions  a 
week — a  total  of  42  lines — he  should 
be  nursed  as  carefully  as  a  new  bom 
babe.  Within  three  to  six  months  he 
is  bound  to  see  results,  new  faces, 
new  customers.  When  this  point  has 
been  reached  the  insertions  should  be 
increased  to  five  or  six  times  a  week: 
then  he  is  ready  to  move  into  large 
space,  depending  upon  his  finances 
and  his  credit. 

Notional  Prospects 

HUNDREDS  of  national  advertisers 
who  have  total  appropriations  of 
from  $100,000  to  $200,000  can  use  this 
same  technique  and,  in  so  doing,  use 
from  150  to  300  daily  newspapers  three 
times  a  week  in  the  principal  markets 
of  the  U.  S.  National  advertising 
managers  and  the  agencies  who  place 
this  business  are,  in  most  instances, 
skeptical  of  this  formula.  Yet,  hun¬ 
dreds  of  daily  newspapiers  are  today 
running  one  inch  advertisements  for 
thousands  of  local  advertisers  and 
these  advertisers  are  finding  this  type 
of  advertising  profitable.  If  the  re¬ 
tailer  can  make  it  work,  why  cannot 
the  national  advertiser  make  it  work? 
■ 

Blind  Newsman  to  Use 
‘'Seeing  Eye"  Dog 

Probably  for  the  first  time  in  the 
history  of  American  journalism  a 
“Seeing  Eye”  dog  will  aid  a  reporter 
to  cover  his  assignments.  William 
(“Bill”)  White,  who,  although  blind, 
has  covered  a  local  news  beat  for  the 
Westfield  (N.  J.)  Leader  for  12  years 
soon  is  entering  the  “Seeing  Eye”  at 
Morristown,  N.  J.,  for  a  training  pe¬ 
riod  with  an  assigned  dog. 

White,  who  has  at  various  times 
acted  as  correspondent  for  the  AP, 
Plainfield  Courier-News  and  Netr 
York  Herald  Tribune,  has  countless 
friends  who  aid  him  to  gather  his 
stories.  They  direct  him  to  the  scene 
of  the  story  and  under  his  direction 
ask  the  necessary  questions.  A  sten¬ 
ographer  takes  his  notes.  An  accu¬ 
rate  memory  for  voices  and  a  “card 
index”  mind  make  up  his  physical 
equipment. 

White  told  Editor  &  Publisher  > 
dog  guide  would  “make  it  possible 
for  me  to  get  around  without  impos¬ 
ing  on  friends.” 
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L.  A.  Guild  Calls  Strike 
On  Hollywood  Daily 
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THE  Hollywood  Citizen  -  News  unit 

of  the  Los  Angeles  Newspaper 
Guild  went  out  on  strike  Tuesday,  60 
hours  after  its  negotiating  committee 
and  the  newspaper  management 
reached  an  accord  on  terms  of  a  pro¬ 
posed  contract,  which  was  to  have 
been  signed  by  both  parties  on  the 
day  the  walkout  occurred. 

Strike  action  followed  the  discharge 
of  three  employes  Saturday  in  what 
the  management  asserts  was  a  neces¬ 
sary  reorganization  move  annotmced 
to  the  negotiating  committee  at  Fri¬ 
day  night’s  session.  Guildsmen  claim 
the  discharges  were  for  guild  activity 
and  according  to  Philip  M.  Connolly, 
president,  Los  Angeles  guild,  charges 
have  been  filed  with  the  National 
Labor  Relations  Board  alleging  imfair 
labor  practice  and  bargaining  in  bad 
faith  for  the  purpose  of  trying  to 
evade  a  contract. 

One  of  the  discharged  employes  is 
Roger  C.  Johnson,  political  reporter 
and  president  of  the  Los  Angeles 
guild,  last  year.  The  others  are  Mel 
Scott,  assistant  editorial  writer,  and 
Elizabeth  Yeaman,  motion  picture 
columnist. 

Entire  Unit  Walks  Out 

Twenty-one  employes,  100%  of  eli¬ 
gible  editorial  workess,  went  on  strike. 
Picket  lines  formed  at  6  a.m.  and  re¬ 
inforced  by  studio  workers  and  other 
unionists  reached  a  peak  of  from  200 
to  300  persons  by  7.30,  according  to 
the  guild.  The  Citizen-News  man¬ 
agement  estimated  the  number  at 
from  60  to  70. 

According  to  Judge  Harlan  Palmer, 
publisher,  a  skeleton  staff  is  getting 
out  the  paper,  consisting  of  former 
employes  who  have  returned  for  the 
emergency. 

An  attempt  by  Dr.  Towne  Nylander, 
regional  director  of  the  NLRB,  to 
avert  the  strike  by  a  proposal  that  the 
newspaper  temporarily  reinstate  the 
three  reporters  and  negotiate  the  dif¬ 
ference  was  rejected  by  Judge  Palmer, 
who  declared  the  question  involved  is 
the  fundamental  right  of  the  publisher 
to  dismiss,  a  right  which  negotiation 
would  destroy. 

Dismissals  were  made  on  the  basis 
of  which  employes  the  paper  could 
best  get  along  without  as  well  as 
which  ones  would  be  least  hit  finan¬ 
cially,  he  said.  All  three  are  single. 

Along  with  guild  members  this 
morning’s  picket  line  included  Dor¬ 
othy  Parker  and  her  husband,  Alan 
Campbell,  Frank  Scully,  Ring  Lard- 
ner,  Jr.,  and  Lionel  Stander,  actor. 
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N.  J.  Strike  Settleci 

SETTLEMENT  of  the  strike  started 

May  6  by  employes  of  the  Orange 
(N.  J.)  Daily  Courier  was  reached 
Monday  with  the  signing  of  an  agree¬ 
ment  by  William  Hirsch,  publisher, 
and  Newark  Newspaper  Guild  officers, 
providing  immediate  rehiring  of  three 
of  five  discharged  employes  and 
placement  of  the  remaining  two  on 
the  preferential  list. 

Other  agreement  provisions  in¬ 
cluded  a  preferential  guild  shop,  no 
discharge  of  a  guild  member  within 
six  months  and  none  after  that  date 
without  conferring  with  the  guild, 
payment  of  salaries  during  time  of 
the  strike  and  during  previous  stop¬ 
pages,  immediate  payment  of  back 
pay,  severance  pay  according  to  salary 
and  length  of  service  and  payment  of 
wages  weekly  in  currency.  Also,  any 
employe  added  to  the  staff  during  the 
strike  may  not  be  continued  in  any 
editorial  department;  a  40-hour  week 
and  payment  of  expenses,  one  week’s 
vacation  with  pay,  and  another  with¬ 
out  pay,  if  the  management  desires. 

None  of  the  settlement  terms,  ac¬ 
cording  to  an  announcement  by  Mr. 
Hirsch,  “is  at  variance  with  the  poli¬ 
cies  of  the  paper  in  effect  before  the 
strike.’’  He  said  no  employes  who 
remained  faithful  during  the  strike 
would  be  dropped.  The  settlement 
was  aided,  he  added,  by  representa¬ 
tives  of  the  Orange  Merchants’  Asso¬ 
ciation  and  the  New  Jersey  League  of 
Women  Shoppers. 

Toledo  Contract  Renewed 

A  NEW  CONTRACT  between  the 

Toledo  News-Bee  and  the  Newspa¬ 
per  Guild  of  Toledo,  covering  edi¬ 
torial  and  commercial  department 
workers  was  signed  Tuesday.  The 
agreement,  a  renewal  for  editorial  em¬ 
ployes  extends  new  benefits  to  the 
business  office  workers,  who  had  been 
covered  by  a  supplementary  contract 
negotiated  in  February. 

Salary  minimums  are  continued  ex¬ 
cept  that  office  boys  are  to  be  in¬ 


creased  to  $17.50  a  week  after  2  years, 
instead  of  the  present  flat  $15  pro¬ 
vision.  A  five-day  40-hour  week,  full 
sick  leave  with  pay,  time  off  or  cash 
for  overtime,  one  and  two-week  va¬ 
cations,  dismissal  bonus,  and  other 
clauses  are  included.  The  contract 
further  provides  that  no  salaries  can 
be  reduced  except  by  guild  agree¬ 
ment. 

A  new  feature  of  the  agreement  is  a 
clause  providing  that  no  employe  shall 
work  more  than  three  holiday  eve¬ 
nings  in  the  year  without  accumulat¬ 
ing  overtime.  It  has  been  the  custom 
for  the  two  Toledo  afternoon  dailies  to 
publish  holiday  editions  on  the  nights 
before  legal  holidays. 

In  reply  to  a  guild  proposal  that  the 
contract  include  a  provision  for  vaca¬ 
tion  pay  to  be  given  in  advance,  the 
management  agreed  to  post  a  bulletin 
board  notice  that  such  would  be  done. 

Prepare  Albany  Appeal 

COUNSEL  for  Gannett  Company, 

Inc.,  and  Press  Company,  Inc.  (pub¬ 
lisher  of  the  Albany  Knickerbocker 
News)  are  preparing  an  answer  to 
the  report  of  Examiner  George  Bokat 
of  the  National  Labor  Relations 
Board,  which  charged  the  publishers 
with  discrimination  against  three 
members  of  the  Tri-City  Newspaper 
Guild. 

The  answer,  being  drafted  by  Elisha 
Hanson  for  the  Press  Company  and 
Karl  T.  Nixon  for  the  Gannett  Com¬ 
pany,  will  be  the  opening  of  a  new 
attack  on  the  Wagner  Act  as  an  in¬ 
fringement  of  freedom  of  the  press,  it 
was  learned  this  week.  It  is  to  be 
filed  before  May  23. 

Examiner  Bokat  advised  the  NLRB 
(E.  &  P.,  May  14,  page  22)  to  order 
reinstatement  of  three  men:  Austin 
J.  Scannell,  former  city  editor,  Knick¬ 
erbocker  Press;  and  John  Wanhope 
and  Henry  Christman,  reporters.  The 
examiner  also  recommended  the 
Board  order  the  Gannett  Company  to 
post  “cease  and  desist”  notices  in  all 
its  offices  assuring  employes  there 
would  be  “no  further  discrimination” 
against  guildsmen. 

The  report  calls  for  reinstatement 
of  Scannell  to  “his  former  position” 
with  all  the  rights  and  privileges  he 
enjoyed  prior  to  the  merger  of  the 
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Knickerbocker  Press  and  Evening 
News.  He  was  city  editor  of  the  Press 
when  the  merger  occurred.  The  ex¬ 
aminer  found  that  Scannell,  a  one¬ 
time  president  of  the  Tri-City  Guild, 
was  dropped  whereas  Jerome  H. 
Walker,  not  a  member  of  the  guild, 
who  was  city  editor  of  the  News  at 
the  time  of  the  merger  last  July,  was 
retained. 

Back  pay  amounting  now  to  ap¬ 
proximately  $1,900,  after  deductions 
for  other  earnings,  is  recommended 
for  Scannell  and  smaller  sums  for 
Wanhope  and  Christman,  all  three  of 
whom  are  among  19  former  employes 
who  are  suing  the  Press  Company  for 
vacation  pay  in  addition  to  the  sev¬ 
erance  pay.  Trial  of  this  suit  began 
late  this  week  in  City  Court. 

To  Resume  in  Duluth 

The  Duluth  Herald  and  News- 
Tribune  will  open  its  plant  Monday 
under  police  protection  if  an  agree¬ 
ment  is  not  reached  this  week  with 
the  Lake  Superior  Newspaper  Guild, 
which  went  on  strike  April  3,  Editor 
&  Publisher  was  informed  late  Thurs¬ 
day  by  Publisher  J.  H.  Jordan. 

Explaining  the  failure  to  resume 
May  13,  as  anticipated  after  the  guild 
voted  to  rescind  its  demand  for  a 
closed  shop,  principal  issue  in  the 
strike  which  has  kept  the  dailies  closed 
six  weeks,  Mr.  Jordan  said: 

“The  guild  rescinded  its  demand 
for  a  closed  shop  only  in  the  news  and 
editorial  departments  and  are  still 
on  strike  because  of  arbitrary  and  im- 
reasonable  demands  governing  wages, 
hours  and  conditions  in  the  advertis¬ 
ing,  circulation,  business  office  and 
maintenance  departments. 

“The  issues  in  controversy  now  are: 
the  guild  shop  in  all  the  commercial 
departments,  from  which  the  news¬ 
papers  demand  exceptions  as  to  out¬ 
side  advertising  salesmen  and  all  old 
employes  who  do  not  wish  to  join  the 
guild;  exceptions  under  a  5-day  40- 
hour  week  for  advertising  salesmen; 
reasons  for  exceptions  in  payment  of 
dismissal  indemnity;  wages,  in  which 
demands  are  made  for  increases  in  all 
brackets  amounting  from  15  to  40%; 
job  security;  arbitration  provisions. 

“National  representative  Frank 
Wenig  refuses  to  permit  guild  to  re¬ 
turn  to  work  until  contract  is  signed.” 
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Carriers  Valued 
Aid  in  Building 
Solid  Coverage 

W.  W.  Bowden  Tells  Ways 
of  Increasing  City. 

Suburban  Routes 

By  GEORGE  A.  BRANDENBURG 

A  well-organized  group  of  carrier 
boys  is  essential  to  getting  solid, 
revenue-producing  circulation  under 
present  business  conditions,  according 
to  W.  W.  Bowden,  circulation  man¬ 
ager,  Mansfield  (O.)  News  Journal. 
In  a  recent  talk  before  the  Ohio  Cir¬ 
culation  Managers  Association,  he  em¬ 
phasized  importance  of  such  a  sales 
force  at  a  time  when  more  revenue 
must  come  from  circulation  and  costs 
must  be  reduced. 

Under  the  “Little-Merchant”  plan, 
he  pointed  out  it  is  useless  to  pay  for 
new  subscriptions  in  city  zone,  if  car¬ 
rier  boys  are  properly  instructed  as  to 
what  every  subscriber  means  to  him 
in  dollars  and  cents.  A  boy  can  be 
induced  to  keep  up  his  route  and  to 
build  it  slowly,  if  the  circulation  man¬ 
ager  will  “feed”  him,  a  few  at  a  time, 
names  and  addresses  of  non-subscrib¬ 
ers  on  his  route.  This  can  be  done 
by  office  letter  to  the  boy,  through  his 
bundle,  or  by  contacting  him  on  his 
route.  A  complimentary  copy  of  the 
paper  should  accompany  each  new 
name.  Four  or  five  sample  copies, 
addressed  to  non-subscribers,  accom¬ 
panied  by  a  letter  delivered  by  the 
boy,  usually  bring  satisfactory  results, 
stated  Mr.  Bowden. 

How  to  Build  Routes 

He  defined  solid  circulation  as  the 
kind  that  is  built  on  merits  of  the 
paper — the  kind  that  will  stand  for 
price  increases  with  only  a  small  per¬ 
centage  of  loss.  He  outlined  the  fol¬ 
lowing  method  of  building  routes  from 
scratch  in  suburban  areas: 

“In  building  a  route  from  nothing,  all  de 
pi  lids  upon  the  sales  ability  of  the  Iniy.  It 
possible  select  one  who  has  wanted  a  route  for 
some  lime  and  is  full  of  ambition  to  go.  (iive 
him  25  free  copies  for  one  month.  Instruct 
him  he  is  to  sell  them  and  that  the  money  is 
all  his  for  one  month.  At  the  end  of  one 
month,  stop  the  free  papers  and  see  what  he 
nee*!s  to  make  regular  delivery. 

“With  the  income  all  his  on  the  free  papers, 
he  will  work  hard  to  sell  every  jiaper  he  can. 
Kvery  month  free  copies  should  l»c  stopiK*d  a 
few*  days  to  give  the  boy  a  chance  to  solicit 
and  see  what  ho  needs  regularly  and  charge 
him  accordingly.  Although  the  newspaper  com* 
fiany  d<»es  not  receive  much  income  while 
building  a  route  in  this  manner,  it  is  bi*ticr 
than  sample  copies  as  the  Ikij  ha^  pul  a  paper 
in  each  home  and  collected  for  »t.  t  Ivor  the 
p  riod  of  one  \ear  a  g»Mid  sized  route  can  Ik* 
built. 

Suggests  Two  Deliveries 

“In  building  circulation  b>  carrier,  much 
elepciids  on  the  Iwiy  inati.iger.  A  cinpeteiit 
man  can  handle  200  buys  working  .SO  of  them 
at  a  time,  say,  for  a  periiMi  of  two  weeks. 
When  a  Ifoy  secures  four  new  Mib<criber>  on 
his  route  at  one  time.  h»*  has  the  ereain  tor 
ih  It  time  and  shtjubi  be  left  alone  for  awhile 
ainl  another  group  of  50  put  to  work. 

“In  a  business  section,  mo.e  circulation  can 
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l>e  had  hy  making  two  home  deliveries  daily. 
This  was  started  alxml  two  years  ago  by  select* 
ing  a  man  past  age  for  work  in  factory.  His 
w'ork  was  to  build  a  nmte  by  securing  .sub* 
«criptions  in  stores.  sh<ips,  garages,  rcstau* 
rants,  rooming  houses  or  any  place  where  au 
early  elelivery  was  wanted.  He  started  with 
few  subscribers  and  at  present  it  requires 
three  men  to  ceiver  the  business  section.  The 
regular  carrier  Imiv.  after-schiKil  delivery  elews 
not  seem  to  suffer  from  it.  Street  sales  were 
not  affected  at  any  time. 

“To  increase  circulation  also  means  we 
must  save  circulation  hy  stopping  tlie  stops. 
Much  time  can  W  s;ived  in  wetrking  stops  hy 
having  carrier  fill  out  stop  forms  in  detail  ami 
return  to  fiflicr  giving  a  good  reason  why  suh 
*‘Criber  slop|»ed.*’ 


20  Years  with  R  &  T 

ROUNDING  out  20  years  as  circula¬ 
tion  executive  of  the  Des  Moines 
Register  &  Tribtine,  C.  K.  Jefferson, 
secretary -treasurer  of  Central  States 
Circulation  Managers  Association, 
commented  on  changes  that  have 
taken  place  since  he  first  carried 
newspapers  as  a  boy  in  Hinsdale,  Ill. 
For  seven  years  he  delivered  Chicago 
papers  in  Hinsdale.  Today,  he  is  car¬ 
rier  sales-manager  for  an  organiza¬ 
tion  of  nearly  5,000  boys  all  over  Iowa. 
He  was  awarded  a  gold  watch  by 
Gardner  Cowles,  publisher. 

Mr.  Jefferson  credited  newspapers 
with  making  important  changes  in  the 
type  of  business  training  boys  receive 
on  newspaper  routes.  "Then,”  he  said, 
“we  were  given  a  list  of  customers 
and  paid  a  small  salary  for  making 
deliveries.  Now,  the  boy  is  set  up  in 
business  f'^r  himself  and  is  given  a 
general  all-around  business  training 
in  selling,  credit,  keeping  his  records, 
learning  to  carry  responsibility,  the 
value  of  making  friends  and  building 
good  will.” 

Amend  Street  Trades  Law 

AMENDMENT  of  the  New  York  state 

education  law  in  relation  to  street 
trades  provisions  applying  in  all  cities 
of  20,000  population  or  more,  effective 
Sept.  1,  1938,  has  resulted  in  a  clear- 
cut  interpretation  of  the  law  by  Matt 
G.  Sullivan,  Gannett  Newspapers, 
through  a  bulletin  to  New  York  State 
Circulation  Managers  Association 
members.  Mr.  Sullivan’s  comments 
follow,  in  part: 

•'This  <.IiouId  «.jrk  no  hari]>liip  on  i-vininK 
1.1  v^sJ,aller^,  lirran-f  we  Itavi-  lirrn  Mipiilyini: 
only  carriir*.  wtio  .nri-  12  yrars  or  ovir,  and 
strret  saU‘>  lioys  wlio  are  14  years  or  over. 
Mtirninn  newspainrs,  liowever,  will  Iiavr  to  be 
earefii!  tbal  Isiys  nnd<  r  17  years  of  age  are 
not  engage'l  in  the  carrying  of  newspaiiers  be- 
for  fi  a.  111.,  or  after  7  p.  ni.  in  the  smaller 
eoiiiiiiiinities.  This  shniiM  not  c.atise  seriotts 
ilifticolty,  however,  Iweaiisc  it's  hardly  ncccs- 
stiry  for  .*iii>  Imys  in  thi-M-  '.malh-r  eoinniiini- 
ties  to  start  making  delivery  of  bis  papers 
befiiir  fi  a.  m.  l‘lea«c  note  that  the  law  is 
manilatory  in  cities  having  a  population  ol 
20,000  or  more,  hilt  optional  in  any  other  city 
nr  union  free  school  disiriel.  as  ii  i>  letl  to 
the  ilelirmination  of  the  hoard  of  edncalion 


in  any  of  the  latter  communities,  whether  the 
stipulation  shall  be  enforced. 

"The  newspaper  does  not  sign  any  papers 
of  any  kind  for  the  newspaper  boy  under  the 
Education  Law.  If  it  is  decided  hy  the  board 
of  education  in  these  various  communities  that 
badges  are  to  he  issued,  the  boy  goes  to  the 
principal  of  his  school  who  fills  out  a  form, 
the  details  of  which  are  supplied  hy  the  State 
Kiliicatiiin  l)e|S'irtnient ;  the  lioy  is  then  sent 
111  the  school  doctor,  or  jierhaps  the  nurse,  who 
tills  out  a  form,  the  details  of  which  arc  also 
siipplieil  by  the  Slate  Education  Hoard.  He 
then  takes  those  to  the  officer  or  authority  as¬ 
signed  to  issue  certificates  and  badges.  The 
hoy  may  then  present  himself  to  the  news¬ 
paper  and  show  the  badge  which  is  authority 
granted  hy  the  Stale  for  the  boy  to  carry  or 
sell  newspapers.  The  fact  that  a  hoy  has  ob¬ 
tained  a  ludge,  doesn’t  mean  that  you  have  to 
assign  him  to  a  route  or  a  curlier.  You  may; 
or  may  not,  as  you  cIiihisc,  ami  .as  the  opjMir- 
liinity  presents  itself,  provided  he  is  a  desir- 
alde  Imiv  from  your  [loiiit  of  view.  Hut,  if  the 
hoard  of  education  deleriiiiiies  that  badges  are 
III  he  used,  you  niiisi  not  sell  newspa|>ers  to 
any  Isiys  under  17  years  of  age  not  projierly 
certifieatisl." 

Brazil  Daily 
Seeks  Strong 
Ties  With  U.  S. 

Armando  d'Almeida 
Outlines  Plans  ilor 
Special  Articles  Series 

Armando  d’Almeida,  special  United 
States  representative  of  Diario  de  No- 
ticias,  one  of  the  leading  morning 
newspapers  o  f 
Rio  de  Janeiro, 
this  week  told 
Editor  &  Pub¬ 
lisher  of  plans 
in  a  movement 
for  closer  trade 
and  cultural  re¬ 
lations  with  the 
United  States, 
which  is  being 
launched  by  that 
newspaper  in 
Brazil. 

Diario  de  No- 
ticias  will  pub¬ 
lish  24  consecutive  special  editions 
starting  July  4,  containing  a  series  of 
60  special  articles  on  all  the  important 
phases  of  American  cultural,  scien¬ 
tific,  economic  and  social  life,  which 
will  emphasize  the  importance  of  a 
closer  tie  between  the  two  largest  re¬ 
publics  of  the  Western  Hemisphere, 
Senor  d’Almeida  said. 

Dignitorict  to  Write 

These  articles  will  be  written  and 
dedicated  to  the  U.  S.  by  Brazil’s 
foremost  historians,  journalists,  au¬ 
thors,  economists  and  other  men  and 
women  of  letters.  Invitations  have 
been  extended  to  President  Roosevelt, 
the  U.  S.  Ambassador  to  Brazil,  and 
leading  American  personalities  resid- 


A.  d'Almeida 


ing  in  Brazil  to  write  for  the  inaugu¬ 
ral  issue  of  the  series,  that  of  July  4, 
the  commemorative  date  of  the  Dec¬ 
laration  of  Independence,  the  good¬ 
will  emissary  said. 

With  the  slogan,  “Buy  more  from 
those  who  buy  most  from  us,"  the 
Brazilian  newspaper  is  urging  Amer¬ 
ican  manufacturers  to  turn  their  at¬ 
tention  to  Brazil  as  a  potential 
market. 

While  in  the  U.  S.  to  obtain  the 
material,  articles  and  pictures  for  the 
various  American  editions,  Senor 
d’Almeida  will  visit  various  govern¬ 
ment  and  foreign  trade  officials  in 
New  York,  Philadelphia,  Boston  and 
Baltimore,  he  said.  His  office  in  this 
country  is  at  the  New  York  office 
of  Joshua  B.  Powers,  Inc.,  220  East 
42nd  St.,  special  representative  of 
Diario  de  Noticias. 

Advertising  Pioneer 
Senor  d’Almeida,  a  pioneer  in  the 
introduction  of  modern  American  ad¬ 
vertising  and  merchandising  methods 
in  Brazil,  is  president  of  the  Sociedadc 
Anonyma  Inter-Americana  De  Prop¬ 
aganda,  one  of  Brazil’s  leading  ad¬ 
vertising  agencies  and  merchandising 
counselors. 

Prior  to  his  presidency  of  the 
S.A  I.A.P.,  Senor  d’Almeida  was  Bra¬ 
zilian  representative  of  Foreign  Ad¬ 
vertising  &  Service  Bureau,  Inc.,  New 
York,  and  Sackville  Advertising  Ser¬ 
vice  Ltd.,  Ixtndon.  He  has  for  many 
years  succe.ssfully  directed  advertising 
campaigns  in  Brazil  for  many  large 
American  manufacturers. 

Another  step  to  strengthen  cultural 
bonds  between  the  two  countries  will 
be  the  entertainment  by  the  Brazilian 
Press  Association  of  several  American 
newspapermen  in  honor  of  the  dedi¬ 
cation  in  Rio  de  Janeiro  next  January 
of  the  Association’s  new  10-stor>' 
Press  Building,  Senor  d’Almeida  said 
This  building  will  be  styled  after  and 
used  for  the  same  purpose  as  is  the 
National  Press  Building,  Washington, 
D.  C. 

Senor  d’Almeida  will  remain  in  this 
country  until  early  June. 

AIDS  SAFETY  RECORD 

Providence,  R.  I.,  May  16— The 
Providence  Journal  and  Evening  Bul¬ 
letin  did  yeoman  work  in  the  safety 
campaign  waged  by  city  authorities 
and  which  up  until  today  had  brought 
no  fatal  automobile  accidents  within 
the  city  limits  for  97  days.  Each  day. 
the  papers  published  a  picture  de¬ 
picting  an  automobile  mishap  of  some 
sort  and  calling  attention  to  the  fact 
that  “It  Could  Happen  Here."  The 
pictorial  campaign  was  reinforced  al¬ 
most  daily  with  articles  calling  atten¬ 
tion  to  various  phases  of  the  campaign 
in  which  Providence  eclipsed  the  pre¬ 
vious  American  safety  record  of  fi 
days  without  an  accident  made  hy 
Rochester,  N.  Y. 


niR  EXPRESS 

Di'layrd  ad  gcl»  clirnl'n  okay  al  5  |».  in.  Klcclrot* 
.MR  I'.XPKKSSl-.l)  from  IScw  ^  ork  make 
Florida  pajMTR  next  day!  Com'/  I  nnolicetl! 
Kiisli  iiiais,  plalre,  layouts —  anything—  liv 
MR  FXPRK.SS— even  2300  miles  over¬ 
night!  ^ation-\«ide  serviee;  also  to 
Canada,  Latin  America,  Ilonolnhi,  and 
Far  Fast.  Phone  any  RAILWAY  FiX- 
PRESS  office— AIR  FiXPRKS.S  Divisi 
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GET  3-WEEK  VACATION 

Cincinnati  Times-Star  editorial  staff 
members  were  notified  May  16  they 
will  be  given  a  three-week  vacation 
with  pay.  The  Cincinnati  Enquirer 
recently  made  the  same  announcement 
for  the  second  successive  year. 


the  dividend  payment,  he  said, 
amounts  to  6%,  stockholders  receive 
only  4,  the  other  2  going  to  em¬ 
ployes.  On  the  other  hand,  when 
times  are  better  and  a  15%  dividend 
is  declared,  stockholders  will  receive 
only  10%,  the  balance  going  to  em¬ 
ployes. 

Greater  Employe  Interest 

The  system,  he  said,  has  given  em¬ 
ployes  a  greater  interest  in  the  oper¬ 
ations  of  the  publication,  has  given 
them  cash  without  the  feeling  of  a 
"gratuity”  or  bonus  at  the  year’s  end, 
and,  since  they  are  working  at  a  truly 
minimum  wage,  has  given  compara¬ 
tive  security  against  wage  cuts  and 
elimination  from  employment. 

When  the  plan  was  put  into  force 
three  or  f  ^  „  ,  ‘ 

organized  department  of  the  paper 
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ly  felt  for  as  long  as  a  week,  reports 
Mr.  Ballou. 

His  advertising  budget  has  been 
affected  only  slightly  by  economic  dis¬ 
turbances.  It  dropped  somewhat  dur¬ 
ing  the  first  depression,  then  picked 
up  and  has  remained  almost  constant 
up  to  the  recession,  with  some  shav¬ 
ing  off  each  month  in  the  past  several 
months.  His  observation  has  been 
four"  years  ago,  he  said,  the  that  Washington  department  store 
linage  has  been  relatively  stable,  when 
had  just  had  a  wage  adjustment,  and  viewed  in  the  light  of  sharp  drops  ex¬ 
employes  there  were  not  included  in  perienced  in  other  cities, 
the  plan.  Since  then,  it  was  .said.  Mi-.  Ballou  finds  one  serious  short- 
they  have  asked  for  no  further  scale  coming  in  the  handling  by  newspapiers 
adjustments,  realizing  more  from  par-  of  department  store  copy;  and  it  is  a 
ticipation  in  the  wage  adjustment  defect,  he  says,  which  is  general 
made  by  the  publication.  throughout  the  country.  It  is  not  a 
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Novvhcrr  in  the  world  do 
people  get  so  much  for  tlieir 
telephone  money  as  in 
America.  No  other  people 
get  so  much  service  and  such 
good  service  at  such  low  cost. 


Positive  Lock 


does  not  depend  on  springs 
to  hold  plates.  Ouick 
action.  Fastest  printing 
speeds.  Safest. 

Send  for  Catalog 


dailies  suspend 

Becau.se  of  financial  difficulties,  the 
Alexandria  (La.)  Daily  Times  which 
began  publication  March  13  sus¬ 
pended  May  7.  Thomas  O.  Harris  was 
editor  and  publisher.  The  Coinmbns 
(Ga.)  News-Record  suspended  publi- 
cation  May  10.  The  announcement 
t^as  made  in  an  unsigned  statement 
appearing  on  the  front  page. 


Walter  Scott  &  Co. 

PLAINFIELD,  N.  J. 
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NEWSPAPER  PROMOTION 

REVIEW  By  HARRY  A.  CASEY 


Harry  A.  Casey,  who  is  conductin9  the 
NEWSPAPER  PROMOTION  REVIEW,  is 
well  known  for  his  weekly  newspaper  service 
"Casey's  Weekly  Staff  Letter."  For  17 
years,  Mr.  Casey  was  general  promotion 
manager  of  the  Scripps-Howard  News¬ 
papers.  Subsequently  he  joined  the  gen¬ 
eral  management  of  the  Hearst  news¬ 
papers  in  a  similar  capacity.  He  is  the 
originator  of  the  "truline  rate"  a  variation 
of  the  milline  rate,  and  the  author  of 
"How  to  Sell  Newspaper  Advertising." 
Previous  newspaper  connections  were  with 
the  Atlanta  Georgian  and  Sunday  Amer¬ 
ican  as  advertising  manager,  the  Mont¬ 
gomery  (Ala.)  Advertiser,  the  Birmingham 
News,  the  Omaha  News,  the  Los  Angeles 
Examiner  the  Los  Angeles  Herald,  the 
Los  Angeles  Tribune.  Born  in  Hudson, 
N.  Y.,  in  1888,  Mr.  Casey  achieved  local 
fame  at  1 1  years  of  age  as  the  "boy 
organist"  and  became  widely  known  as  a 
recitalist  and  choirmaster  until  he  forsook 
the  console  for  the  business  office. 


METROPOLITAN  WEEKLY  has  pre- 
piared  an  impressive  book  of  36 
pages  entitled  “Sharp  Pencilites”  dedi¬ 
cated  to  doubting  Thomases  and  other 
advertisers  who  yearn  for  facts  and 
who  spurn  generalities.  Not  only  is 
the  Sharp  Pencil  the  motif  of  the  text, 
but  the  Pencil  makes  a  personal  ap¬ 
pearance  in  the  upper  right  hand  cor¬ 
ner,  being  affixed  in  an  ingenious 
(although  unnecessarily  secure)  man¬ 
ner.  Metropolitan  Weekly  being  an 
association  of  eleven  (to  17)  large 
Sunday  newspapers  in  which  the  roto¬ 
gravure  picture  section  and  the  comic 
section  are  sold  as  a  group  at  a  group 
rate,  the  book  first  presents  the  com¬ 
bined  circulations  as  a  single  “pack¬ 
age”  of  families. 

On  subsequent  pages,  each  newspa¬ 
per  in  the  association  is  given  a  col¬ 
umn  of  descriptive  text.  The  sales- 
story  concludes  with  lists  of  companies 
and  products  advertised  in  Metro¬ 
politan  rotogravure,  coloroto  and  color 
comic  sections.  It  is  an  excellent 
writing  and  printing  job,  even  though 
that  dratted  pencil  sticketh  like  a 
brother. 

Sass  a  Policeman? 

WOULD  YOU  LIKE  to  sass  a  police¬ 
man?  The  Daily  Oklahoman,  of 
Oklahoma  City,  rose  to  the  defense  of 
a  young  man  who  started  home  from 
church  and  wound  up  at  the  police 
station  charged  with  sassing  a  cop. 


The  Oklahoman  undertook  to  pay  the 
young  man’s  $6  fine  by  inviting  read¬ 
ers  to  kick  in  at  the  rate  of  one  cent 
each.  Three  thousand  five  hundred 
Oklahoman  readers  hastened  to  con¬ 
tribute.  The  whole  story  is  gaily  told 
in  a  4-page  folder  which  argues  that 
the  Oklahoman  can  raise  pennies  from 
would-be  cop-sassers  as  well  as  dol¬ 
lars  from  housewives  for  advertised 
products.  Testimony  brought  out  the 
fact  the  police  officers  car,  without 
lights,  approached  the  defendant  and 
the  latter  called:  “What’s  the  idea, 
driving  without  lights?  Who  are 
you?”  The  policeman  asked  the  same 
question  and  added  “Maybe  we  can 
get  introduced  at  the  police  station.” 

The  text  of  the  folder  points  out 
that  it  isn’t  very  important  that  3,500 
citizens  of  Oklahoma  City  were  sym¬ 
pathetic  enough  to  pay  one  cent  each 
for  the  defense  of  the  motorist,  but 
that  it  is  important  that  a  simple  little 
story  in  the  Oklahoman  should  so 
arouse  the  city  that  every  street  cor¬ 
ner  conversation  for  several  days  re¬ 
volved  around  the  sass-a-cop-de- 
fense-fund-idea. 

NYSPA  Market  Facts 
IN  CASE  YOU  don’t  know,  NYSPA- 
papers  are  64  daily  newspapiers 
which  are  members  of  the  New  York 
State  Publishers  Association.  Robert 
E  Viano,  assistant  to  executive  sec¬ 
retary,  has  edited  an  attractive  and  in¬ 
formative  booklet  presenting  NYSPA 
market  facts  and  circulations  as  well 
as  the  advertising  rates  of  each  mem¬ 
ber  paper.  The  booklet  is  obtainable 
from  the  office  of  the  association  at 
405  Post-Standard  Building,  Syracuse. 

Lexington  Broadside 

TO  PROMOTE  the  sale  of  space  in  its 
fiftieth  anniversary  edition,  the 
Lexington  (Ky.)  Leader  issued  a  12- 
page  broadside,  newspaper-page  size, 
outlining  the  editorial  program  which 
will  portray  50  years  of  progress  in  the 
Blue  Grass.  It  is  pointed  out  that  the 
horse  industry  is  a  Kentucky  activity 
which  produces  an  abundance  of 
wealth.  Presumably  this  includes  the 
bookies. 

New  L.  A.  Booklet 

FROM  THE  City  of  the  Angels  comes 
a  devilish  good  booklet,  prepared 
by  Roy  F.  Walker,  promotion  man¬ 
ager  of  the  Los  Angeles  Herald-Ex¬ 
press,  entitled  “Los  Angeles,  Key  to 
the  Southern  California  Market.” 


Key  counties  of  the  United  States  are 
defined  as  those  containing  cities  of 
100,000  population  or  more.  The  95 
counties  in  this  category  account  for 
52.7%  of  the  total  retail  sales  of  the 
country.  Four  “key”  counties  of 
California  account  for  65.5%  of  Cali¬ 
fornia’s  retail  sales.  Los  Angeles,  as 
you  may  have  guessed,  is  one  of  the 
key  counties.  While  we  discovered 
two  typographical  errors,  nevertheless 
the  book  should  prove  interesting  and 
helpful  to  national  advertisers.  It  is 
filled  with  pertinent  statistics  and  is 
reticent  on  but  one  subject — California 
climate.  As  about  96%  of  the  circula¬ 
tion  of  the  Herald-Express  is  in  Los 
Angeles  and  the  retail  trading  zone, 
the  sales-argument  naturally  deals 
with  concentration. 

On  the  other  hand,  the  morning  Ex¬ 
aminer,  utilizing  invisible  interlocu¬ 
tors  represented  by  conversational 
“balloons”  argues  the  sales-value  of 
Hollywood,  Palm  Springs,  Long  Beach, 
Beverly  Hills  and  a  hundred  other 
localities  outside  the  city  zone,  as 
shown  in  the  reproduced  page.  A 
carping  critic  might  start  a  discussion 
of  the  concluding  sentence  “how’s 
about  it?”  The  apostrophe  and  “s” 
may  represent  a  new  kind  of  Cali¬ 
fornia  syntaxation. 

Promotion  Talks 

AT  LEAST  two  of  the  talks  at  the 
recent  convention  of  the  National 
New.spaper  Promotion  Association  de¬ 
serve  more  publicity  and  piermanence 
than  the  secretary’s  book  of  “minutes.” 
These  were  Leo  McGivena’s  address 
on  “What  the  Vintner  Sells”  and  Col. 
Julius  Ochs  Adler’s  talk:  “What  Man¬ 
agement  Expects  of  the  Promotion  De¬ 
partment  and  What  the  Promotion 
department  May  Expect  of  the  Man¬ 
agement.” 
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13,000  Lines  of  Ads 
In  Hospital  Section 

(By  telegraph  to  Editok  &  Publisher) 

Winnipeg,  Man.,  May  17. — "nie  ori¬ 
gin,  growth  and  service  given  by  city 
hospitals  formed  the  background  for 
material  filling  a  16-page  hospital 
supplement  published  by  the  Winni¬ 
peg  Free  Press  as  a  part  of  its  regular 
edition  of  May  11.  The  main  attrac¬ 
tion  of  the  section  lay  in  the  fact  that 
it  presented  for  the  first  time  the  com¬ 
plete  history  of  every  hospital  and 
social  service  organization  in  the  city. 

One  hundred  accounts  contribute 
13,000  lines  of  advertising  to  the  edi¬ 
tion,  which  was  published  under  the 
supervision  of  Frank  H.  Williams, 
magazine  and  features  editor.  Two 
space  writers  assisted  the  editorial 
department  in  preparing  stories,  but 
all  the  advertising  was  sold  by  the 
regular  staff.  The  edition  was  com¬ 
pleted  in  two  weeks. 

The  advertising  department  paved 
the  way  for  the  supplement  by  writing 
a  form  letter  to  all  hospitals,  outlining 
the  proposed  section  and  asking  their 
cooperation.  Hospital  officials  not 
only  assisted  the  writers  in  gathering 
material  for  news  stories  but  also  fur¬ 
nished  the  salesmen  with  the  names 
of  firms  supplying  equipment  to  the 
various  institutions,  most  of  whom  do 
not,  ordinarily,  use  advertising  col¬ 
umns  to  sell  their  wares. 

VERDICT  FOR  HEARST 

A  directed  verdict  in  favor  of  the 
defendants  has  been  entered  in  Los 
Angeles  Superior  Court  in  the  $250,- 
000  libel  action  brought  by  Valley  F. 
Baggett,  head  of  the  Home  Brand  Bot¬ 
tling  Co.,  against  William  Randolph 
Hearst  and  Hearst  Publications,  Inc. 
The  suit  was  based  on  stories  printed 
in  the  Los  Angeles  Examiner  in  June. 
1936,  during  a  state-wide  probe  by  an 
assembly  investigating  committee  into 
liquor  control  conditions.  A  similar 
action  filed  by  Paul  Hendrickson, 
doing  business  as  the  Jinricky  Co., 
Ltd.,  based  on  the  same  articles,  was 
dropped  following  the  Baggett  de¬ 
cision. 

The  Toughest 
Assignment  .  .  . 

for  any  omployor  on 

.  .  .  nowtpopors 
.  .  .  pros*  associations 
.  .  .  magosinos 
.  .  .  radio 

is  that  of  finding  the  RIGHT 
personnel,  especially  when  im¬ 
mediate  action  is  necessary. 

The  solution  is  easy  when  em¬ 
ployers  seeking  top  flight  ed¬ 
itorial  or  advertising  men  call 
on  The  Personnel  Bureau  for 
assistance. 

The  Personnel  Bureau  main¬ 
tains  complete  records,  includ¬ 
ing  investigated  references  on 
hundreds  of  qualified  men  (with 
new  listings  each  week)  in  all 
parts  of  the  country  with  years 
of  experience. 

Write,  wire  or  telephone  and 
get  the  RIGHT  man,  recom¬ 
mended  on  the  basis  of  your 
exact  requirements. 

THE  PERSONNEL  BUREAU 
of  Sigma  Delta  Chi 

Chicago— 3S  East  Waekar  Drivo 
Lot  Aagolot— 2307  Toviof  Stroot 
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PHOTOGRAPH  Y— 29 


Too  Much  Progress  Softens 
Ship  Photogs’  Technique 


By  JACK  PRICE 

PHOTOGRAPHERS  are  not  the  only 
people  keeping  pace  with  the  devel¬ 
opment  in  photographic  apparatus  and 
;echnique.  For  the  cameraman, 
scientific  progress  means  better  work 


the  Southwestern  News  Photogra¬ 
phers. 

The  officers  of  the  Mid- West  group 
recently  decided  to  drop  the  word 
“professional”  from  the  organization’s 


and  less  effort.  To  the  much  pictiured  title.  The  group  will  publish  a  month- 


celebrity  it  means  less  inconvenience. 
One  danger  is  becoming  apparent  and 


ly  bulletin  containing  helpful  hints  for 
the  craft  and  will  start  a  campaign 


that  is  too  much  progress  is  softening  for  a  national  organization  for  news 


the  ship-news  photographer. 

Before  the  advent  of  the  speed-flash, 
celebrities  arriving  from  abroad,  would 


cameramen.  As  a  nucleus,  the  Mid- 
West  association,  founded  at  Kent 
(Ohio)  State  University,  is  now  con- 


brave  inclement  weather,  such  as  sidering  working  with  the  Southwest- 
snow,  rain,  intense  heat  or  extreme  ern  group  which  was  started  at  Uni¬ 
coldness,  to  have  their  pictures  taken  versity  of  Oklahoma.  Both  organiza- 
on  the  open  decks  of  the  incoming  tions  are  closely  allied  in  principle  and 
steamer.  practice. 

Today  it’s  a  bit  different.  If  there  is 
a  slight  breeze  or  the  air  is  a  bit  chilly,  Alex  Brown  Promoted 
the  notables  insist  upon  having  their  ALEXANDER  A.  BROWN  has  just 
pictures  taken  by  means  of  the  speed-  been  promoted  to  assistant  news 
flash  or  miniature  camera  in  a  salon,  editor  of  Fox  Movietone  News.  Brown 
There  being  no  more  keen  rivalry  or  jg  ^  former  still  cameraman  who  was 


scouting  by  lone  wolves  the  camera¬ 
men  gather  and  allow  the  tempera- 


well  known  as  a  society  specialist. 
He  left  the  Internationcd  News  Photos 


mental  movie  or  stage  celebrities  to  staff  to  become  a  contact  man  with 
dictate  where  and  when  their  photos  pox  Movietone  News.  Brown,  who  was 


shall  be  made.  Some  pictures  thus  the  only  newspaper  cameraman  who 
iOse  their  distinctive  shipboard  flavor,  carried  a  cane  while  shooting  the  elite, 
RaunduD  bw  Press  Aaent  informs  US  he  will  continue  to  carry 


lose  their  distinctive  shipboard  flavor. 

Roundup  by  Press  Aqcnt 

The  following  incidents  happened 
he  other  day  aboard  an  incoming 
iner.  The  lens-lads  gathered  in  a 


both  cane  and  camera. 


Policeman  Injures  Photog 


spacious  salon  to  wait  until  the  line’s  FOLLOWING  an  attack  on  Bede  Irvin, 


issistant  press  agent  rounded  up  the 
vho’s  who  on  the  ship.  After  a  con¬ 
siderable  wait,  a  movie  queen  strutted 
m  and  sat  for  her  picture.  One  cam- 


27,  Associated  Press  photographer, 
by  a  policeman  during  fighting  at  a 
strike-bound  Detroit  plant,  Detroit 
police  officials  have  launched  an  in¬ 


framan  requested  her  to  go  out  on  vestigation.  Irvin’s  left  shoulder  was 
deck  for  a  regular  ship-news  picture  injured  and  his  camera  was  broken  by 
not  an  on  the  rail  kind).  The  answer  a  night  stick  wielded  by  Patrolman 
vas  “My  hat  may  blow  off  and  then  Carl  Lueck  after  the  cameraman  had 
t’s  a  bit  chilly.”  She  further  insisted  taken  a  picture  of  a  battle  between 
hat  the  photographer  do  as  the  other  police  and  pickets  at  the  Michigan 
.ameramen  did  and  take  her  picture  Steel  Casting  Co.  The  patrolman  at- 
vith  a  flash  bulb.  After  considerable  tacked  him  from  behind,  he  said, 
persuasion  she  did  venture  just  out-  The  officer  admitted  striking  Irvin  and 
side  one  of  the  gangways — but  under  offered  as  excuse:  “I  thought  the  pub- 
protest.  licity  would  be  bad  for  the  police.” 

Another  temperamental  star,  who 
lad  been  ignored  by  the  cameramen  Photog  on  the  Job 

3n  a  previous  trip  tried  to  get  away  TRUE  to  newspaper  tradition,  an  edi- 
witn  the  same  sort  of  conduct.  After 


Action  photo  of  res¬ 
cue  work  following 
head-on  collision  near 
Geneseo,  III.,  made 
by  Vernon  Hagelin, 
Moline  (III.)  Dispatch 
•rho  narrowly  escaped 
the  accident  himself. 


who  had  covered  a  track  meet  which 
had  been  halted  by  rain,  was  re¬ 
sponding  to  a  fire  alarm  when  the 
crash  occurred.  His  car  was  follow¬ 
ing  the  one  that  crashed.  Forced  to 
drive  his  machine  into  a  ditch,  Hage¬ 
lin  brought  it  to  a  stop  almost  ex¬ 
actly  opposite  the  smoking  wreckage. 

Throwing  open  his  car  door,  Hage¬ 
lin  sat  behind  his  steering  wheel  and 
took  a  series  of  pictures  of  his  com¬ 
panions — Lynn  Callaway  and  Ken 
Miller,  sports  editor  and  his  assistant, 
also  of  the  Dispatch,  and  Clarence  Ax, 
former  sports  editor  of  the  Orion 
(Ill.)  Times — helping  in  the  rescue 
work. 

Although  the  rain  was  heavy  and 
shutter  speed  was  necessary,  Hagelin’s 
negatives  later  were  found  to  be  fairly 
well  exposed.  After  making  their  re¬ 
port,  the  four  newsmen  resumed  their 
search  for  the  fire,  and  Hagelin  took 
several  shots  of  smouldering  debris 
of  a  barn  which  had  been  fired  by 
lightning. 


department.  His  hobby  had  been  pho¬ 
tography,  so  he  elect^  camera  work 
as  his  vocation.  He  has  won  his  spurs 
as  a  general  assignment  man,  cover¬ 
ing  everything  from  court  trials  to 
sports  events.  He  has  always  worked 
for  the  Tribune. 

Modest  and  unassuming,  Johnson 
claims  no  particular  likes  or  dislikes 
in  the  news  photo  game.  When 
pressed  for  his  favorite  assignment, 
he  admitted  he  liked  sports  best.  In 
commenting  on  his  picture  of  Grimm 
arguing  with  the  umpire,  he  told 
Editor  &  Publisher  he  made  the  shot 
and  “listened  in”  on  the  row,  which 
produced  some  choice  words. 

Johnson,  who  is  married,  is  devoting 
his  spare  time  this  spring  to  building 
a  summer  home  in  Wisconsin. 

TO  MARK  50th  YEAR 

The  Tokyo  Ashai  will  celebrate  its 
50th  anniversary,  July  10. 


tor-photographer  acted  with  split- 


reflecting  a  moment  or  two  she  also  second  precision  in  an  accident  re- 
permitted  the  boys  to  make  one  shot  gently  near  Geneseo,  Ill.,  and  obtained 


in  the  open. 


dramatic  shots  of  the  rescue  of  sev- 


A  prominent  society  woman  refused  eral  occupants  of  a  wrecked  automo- 
to  pose  or  be  interviewed,  and  there  bile  which  had  crowded  his  car  from 
was  no  mad  scramble  by  the  photogs  the  road  just  before  it  crashed  in  a 
to  get  her.  A  few  years  ago,  the  ship  head-on  collision, 
news  snapshotters  would  have  cor-  Vernon  Hagelin,  state  editor  and 
nered  her  and  her  picture  would  have  photographer,  Moline  (Ill.)  Dispatch, 

jwn  taken  by  one  or  two  of  the  _ 

boys.”  If  an  agreement  was  in  effect 

there  would  be  a  pool  so  that  all  the  T  T  T 

lens-lads  would  share  it.  £l 

It  does  appear  that  the  great  and  PRESSES 

near-great  sense  the  weakness  now  _  _ 

existing  in  the  technique  of  ship-news  CnvAT  /^VT  H  T 

coverage.  They  know  all  about  the 

speed  flash  and  the  manner  in  which  TTIMTTTT'RTTT  &T3 

cameramen  should  be  handled.  The  UiVllUDULAn 

exception  is  when  the  boys  get  real  TTTTITTT  HTJ 

'”3'^  Their  style  of  handling  a  “bad  lUDUliAri 

actor  is  to  fold  up  cameras  and  walk  XJTT^XJ  in  JIT 

out.  A  few  temperamental  stars  have  lilvjll  Or'iIi.tiLJ  i  LA  1  DtsU 

been  so  rebuked  but  a  smart  press  m  TOm 

agent  irons  out  the  difficulty.  ^  LA  1  HttU 

„  ^  ^  .  STEREO  MACHINERY 

U*  S.  Association  Pushed 

HUD  ROBBINS,  chief  of  the  photo  THE 

Ncts^and^n"'’*!!"  duplex  printing 

eu.s  and  president  of  the  Mid- West  — 

ews  Photographers  Association,  re-  PRESS  COMPANY 

Cd'ScSe  ZtS  battle  creek  MICH. 


Camera  Knights 

TOM  JOHNSON,  Chicago  Tribune 
photographer,  who  recently  was 
awarded  first  prize  in  the  second  an- 
nual  photo- 
•  graphic  exhibit 

sponsored  by  II- 
M***'  linois  AP  mem- 

K  B  bers,  for  his  pic- 

ture  of  Charley 
Tpjitt  Grimm,  Chicago 

i'  ^  a  Cub  manager, 

Y  r  protesting  an 

umpire’s  deci- 
sion,  has  been 

une  for  10  years. 
-  Now  33,  John- 

Torn  Johnson  began  his 

newspaper  ca¬ 
reer  in  the  Tribune’s  photographic 
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Many  a  home  has  been 
sold  by  a  picture. 

The  compelling  touch  in 
your  real  estate  advertis¬ 
ing  comes  from  picturing  home 
ownership  with  the  eye-filling, 
pride  enhancing  lure  of  fine 
photographic  production. 

After  photographer,  artist 
and  engraver  have  done  all  that 
they  can,  comes  the  crucial 
operation  of  faithful  stereo 
rendering,  where  Certified  Mats 
are  building  esteem  and  results 
for  many  papers. 

For  dependable  stereotyping,  rely  on 
Certified  Mats,  made  in  the  U,  5.  A. 

CERTIFIED  DRY  MAI  CORPDRAIION 

9  Rockefeller  Plaza,  Dept.  P 
New  York,  N.  Y. 
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United  Features  Marks 
15th  Year  As  Syndicate 

Many  Leading  Features  Produced  .  .  .  One  of 
Most  Spectacular  Offerings  Was  FDR  Series  .  .  , 
National  Service  Starts  “Flippers" 


By  MARLEN  E.  PEW.  Jr. 

UNITED  FEATURES  SYNDICATE 
celebrated  fifteen  years  of  corporate 
existence  May  16.  Starting  with  desk 
room,  postage  stamps  and  an  idea,  it 
has  grown  to  a  dominant  position  in 
American  syndication,  now  serving 
1.200  newspapers  with  a  combined  cir¬ 
culation  of  55,000,000.  It  sells  its  prod¬ 
uct  in  every  state  and  throughout  the 
world,  producing  70  regular  running 
daily  and  Sunday  features. 

Prior  to  its  incorporation.  United 
Features  was  organized  in  1919  to  dis¬ 
tribute  a  notable  post-war  series  by 
Frank  A.  Vanderlip,  and  weekly  comic 
articles  by  Octavus  Roy  Cohen.  In 
1922  came  a  contract  for  weekly  arti¬ 
cles  by  David  Lloyd  George,  and  the 
increased  scope  of  its  operations  as  a 
result  of  this  series  led  to  the  Syndi¬ 
cate’s  incorporation  the  following 
year. 


portant  in  the  business,  brought  to 
United  Features  some  of  the  country's 
most  famous  comics,  such  as  “The 
Captain  and  the  Kids"  by  Rudolph 
Dirks,  as  well  as  the  complete  World 
budget.  It  was  at  this  time  that  Frank 
B.  Knapp,  manager  of  the  World  Syn¬ 
dicate  for  15  years,  and  William  Laas, 
the  present  managing  editor,  joined 
United  Features. 

The  years  that  followed  saw  some 
outstanding  United  Feature  innova¬ 
tions.  In  1932  came  “The  Washington 
Merry-Go-Round’’  by  Drew  Pearson 
and  Robert  S.  Allen.  Westbrook  Peg- 
ler’s  “Fair  Enough’’  made  its  bow  in 
1933.  In  1934,  “The  Life  of  Our  Lord,’’ 
by  Charles  Dickens,  was  placed  by  the 
syndicate  in  311  newspapers  of  North 
and  South  America.  In  1935  the  daily 
column  of  General  Hugh  S.  Johnson 
was  introduced,  and  the  syndicate’s 


trained  in  Walt  Disney  Studios,  are 
required  to  produce  this  comic  be¬ 
cause  of  the  “flipper  action’’  feature. 

John  F.  Dille,  president  of  the  syn¬ 
dicate,  reports  the  feature  is  appear¬ 
ing  in  such  papers  as  the  Boston 
Globe,  Washington  Star,  Detroit  News, 
Philadelphia  Record,  Buffalo  Courier- 
Journal,  St.  Louis  Globe-Democrat, 
New  York  Post  and  New  Orleans 
Tillies  Picaytine. 

Swimming  Lessons 

STEVE  FORSYTH,  trainer  and  coach 

of  many  American  and  Olympic 
swimming  stars,  has  prepared  a  series 
of  18  illustrated  articles  on  “Learning 
To  Swim’’  which  will  be  released  by 
NEA  Service  as  an  early  summer  fea¬ 
ture. 

Two  other  features  to  be  released 
through  this  service  are  three  reports 
by  Dr.  Allan  Roy  DaFoe  on  his  care 
of  the  Dionne  Quints  during  their  first 
four  years,  and  three  articles  by  John 
T.  Flynn,  economist,  on  the  economic 
political  situation. 

NANA  Signs  Ellsworth 

LINCOLN  ELLSWORTH,  who  “yearns 

to  see  what  lies  within  the  areas 
that  are  now  only  blank  white  spaces 
on  the  map’’  will  leave  Aug.  13  on  his 
fourth  expedition  to  Antarctica.  He 
will  write  the  story  of  his  explorations 
for  North  American  Newspaper  Alli¬ 
ance. 


Snappy  Retorts  Fly 
As  Gov.  Shocks  Editor  ! 

An  editorial  by  Fred  E.  Winsor, 
editor  of  the  Trinidad  (Colo.)  Chron¬ 
icle-News,  accusing  Governor  Teller 
Ammons  of  Colorado  of  telling  “vile 
stories’’  at  a  stag  banquet  last  week, 
brought  a  sharp  exchange  of  mes¬ 
sages  between  the  two  which  were  the 
subject  of  comment  throughout  the 
state.  Both  Denver  papers,  the  Post 
and  Rocky  Mountain  News,  carried 
page  one  stories  about  the  incident. 

Winsor’s  editorial  said,  in  part: 
“The  visit  of  Governor  Ammons  left  ' 
a  very  bad  taste  with  a  good  many 
people.  ...  We  are  not  alone  in  the 
statement  that  the  governor  amazed 
and  shocked  a  good  many  of  our  citi¬ 
zens  by  resorting  to  the  telling  of  vile 
stories,  certainly  uncalled  for  with  any 
audience. 

“True,  there  were  no  women  present 
when  the  governor  told  his  vile  stories, 
but  there  were  women  and  young 
girls  in  the  kitchen  of  the  dininghall. 
and  we  know  there  were  ‘gentlemen’ 
present — and  many  of  them.  There 
were  clergymen  present.  Fortunately, 
one  of  the  good  Catholic  fathers  had 
made  his  escape  from  the  scene  be¬ 
fore  the  governor  turned  loose.  ...  | 

We  say  candidly  that  a  part  of  the 
governor’s  address  was  a  disgrace.”  j 

"Kit*  My  Foot."  Rotort*  Ammont  | 

When  informed  of  the  editorial. 
Governor  Ammons  replied: 


Hut*  First  Manager 

The  first  general  manager  of  the  in¬ 
dependent  syndicate  was  Norris  A. 
Huse.  followed  by  Thomas  W.  Gerber 
and  Howard  Wheeler.  In  1928  Monte 
Binirjaily  took  charge,  and  in  1937 
George  A.  Carlin,  the  present  general 
manager,  succeeded  Mr.  Bourjaily. 

In  its  early  years,  the  syndicate  spe¬ 
cialized  in  big-name  features,  with 
such  by-lines  as  Vincente  Bla.'^co 
Ibanez,  Peter  B.  Kyne,  Herbert 
Hoover,  Cardinal  Cerretti,  Winston 
Churchill,  Sinclair  Lewis,  Portes  Gil, 
Paul  Painleve  and  other  notables  of 
the  period.  A  famous  “Statesman 
Series’’  followed  the  Lloyd  George 
articles,  with  contributions  from  Beni¬ 
to  Mussolini.  Edouard  Herriot,  and 
Wilhelm  Marx. 

There  followed  a  period  of  experi¬ 
menting  with  regular  daily  services. 
Three  of  the  features  introduced  by 
the  syndicate  in  the  twenties  now  sur¬ 
vive.  They  are  Heywood  Broun’s 
column,  “It  Seems  to  Me”;  the  comic 
strip  “Broncho  Bill"  by  Harry  F. 
O’Neill;  and  Eleanor  Gunn's  fashion 
service. 

The  wide  expansion  of  United  Fea¬ 
tures  began  on  March  15,  1930,  with 
the  purchase  of  Metropolitan  News¬ 
paper  Service  from  Maximilian  Elser, 
Jr.  This  syndicate  had  become  noted 
for  first-quality  fiction,  handling  the 
work  of  Arnold  Bennett,  Edna  Ferber, 
F.  Scott  Fitzgerald,  Zona  Gale,  John 
Galsworthy,  Mary  Roberts  Rinehart, 
Booth  Tarkington,  P.  G.  Wodehouse 
and  many  other  famous  authors.  Mr. 
Carlin  joined  United  Features  with  the 
merger. 

Metropolitan  had  also  produced  two 
well-known  comic  strips,  “Ella  Cin¬ 
ders’’  by  Bill  Conselman  and  Charlie 
Plumb  in  1925,  and  “Tarzan”  of  Edgar 
Rice  Burroughs  in  1928.  Both  of  thete 
are  still  prominent  on  United  Feature’s 
list.  In  1930  the  merged  syndicate 
produced  “How  It  Began.’’  and  the 
next  year  successfully  introduced  the 
■  Tarzan”  Sunday  page. 

Took  Over  "World"  Featoret 
Following  the  purchase  of  the  New 
York  World  by  the  Scripps-Howard 
Newspapers  on  Feb.  28,  1931,  its  syn¬ 
dicate  department  was  taken  over  by 
United  Features.  The  World  Syndi¬ 
cate,  one  of  the  oldest  and  most  im- 


top  comic  strip  of  today,  “Li’l  Abner," 
by  A1  Capp,  began  its  daily  run. 

The  daily  column  of  Eleanor  Roose¬ 
velt,  “My  Day,”  was  the  syndicate’s 
big  achievement  of  1936.  The  follow¬ 
ing  year  emphasis  returned  to  comic 
features,  and  the  syndicate  produced 
“Abbie  an’  Slats”  by  Raeburn  Van 
Buren,  and  “Jasper”  by  Frank  Owen. 

This  year  United  Feature’s  most 
spectacular  offering  was  the  publica¬ 
tion  of  President  Roosevelt’s  Own 
Story  of  the  New  Deal.  This  advance 
adaptation  of  the  President’s  books  of 
public  papers  is  believed  to  be  the 
first  instance  in  American  history  of 
an  incumbent  President  choosing 
newspaper  syndication  for  publication 
of  his  writings. 

Flippers  Novelty 

FLIPPERS  is  the  newest  feature  to  be 

added  to  the  portfolio  of  National 
Newspaper  Service,  Chicago.  It  is 
patented  by  Erie  Baker,  Chicagoan, 
who  specializes  in  developing  adver¬ 
tising  novelties. 

The  feature  of  this  new  comic  lies 
in  the  fact  that  readers,  adult  or  juv¬ 
enile,  can  enjoy  the  comic  in  action 
for  laugh  value  alone.  In  addition, 
children  can,  by  a  series  of  simple 
directions  which  involve  only  cutting 
out  the  pictures,  binding  them  on  the 
end  with  a  rubber  band,  produce  a 
motion  picture  toy.  By  holding  the 
toy  in  one  hand  and  flipping  the  pages 
with  the  other,  an  animated  motion 
picture  of  Flipper  comedies  re.sults. 
Flippers  are  produced  in  color  half 
pages  and  in  strip  form  for  the  bottom 
of  color  comic  pages.  Three  artists. 


Hopkins  Advanced 
WALTER  HOPKINS  has  been  made 
editorial  assistant  to  H.  W.  Miner, 
editor  of  the  Ledger  Syndicate.  He 
addressed  a  meeting  of  the  American 
Pen  Women  Association  of  Phila¬ 
delphia  May  10.  George  Kearney, 
manager  of  the  syndicate,  addressed 
the  Women’s  Writers  Club  of  Phila¬ 
delphia  at  a  recent  meeting. 

Discusses  Defense 
HOW  THE  UNITED  STATES  would 
defend  the  western  hemisphere  is 
discussed  in  a  series  of  three  stories 
being  released  by  the  Associated  Press 
Feature  Service.  Alexander  R.  George, 
of  the  Washington  staff,  answers  such 
questions  as:  Could  the  U.  S.  remain 
neutral  if  Canada  became  involved  in 
a  foreign  war?  How  would  the  U.  S. 
defend  Mexico?  Under  what  circum¬ 
stances  would  we  fight  to  protect  a 
South  American  country?  The  stories 
are  illustrated  by  photographs,  charts 
and  maps. 

NEA  Series  By  Flynn 

NEA  SERVICE  published,  during 
the  week  of  May  17,  a  series  of 
three  articles  by  John  T.  Flvnn, 
economist-author,  on  the  problems 
of  recovery.  In  his  articles,  Flynn 
compares  the  economic  situation  to 
a  plant  which  has  broken  down  and 
poses  the  question  of  how  far  the 
people  want  to  go  in  “making  the 
plant  go  again.”  Flynn  believes  the 
public  wants  the  plant  “patched,  not 
overhauled”  and  in  one  article  pre¬ 
sents  his  own  program  for  recovery. 


■  “I  pay  no  attention  to  such  stuff. 

I  consider  myself  a  man.  Any  man 
who  has  been  born  in  the  west  and 
who  has  served  in  the  army  and  has 
lived  a  lot  with  men,  talks  men’s  lan¬ 
guage  when  with  men. 

“I’m  sorry  if  any  women  in  pants 
got  into  that  banquet — otherwise,  for¬ 
get  it.  The  stories  I  told  were  all  right 
for  men  to  hear.  ...  You  can  tell 
Winsor  to  kiss  my  foot.” 

To  which  Winsor  replied  in  a  letter 
to  the  governor  (quoting  only  part  of 
it):  “Your  invitation  to  kiss  your  foot 
received,  and  my  reply  is  that  if  your 
feet  are  no  cleaner  than  your  tongue, 
Mr.  Governor,  I  would  be  exposina 
myself  to  physical  as  well  as  moral 
leprosy  by  such  indulgence.  I  am 
fully  convinced  that  when  rottener 
stories  are  invented  you  will  tell  them 
whether  there  are  any  women  pres¬ 
ent  or  not.  Please  accept  my  sym¬ 
pathy  and  also  my  contempt.” 

Governor  Ammons’  reply  to  the  let¬ 
ter  was: 

“Fudge!  If  I  wasn’t  governor  no¬ 
body  would  pay  any  attention  to  this 
thing.” 

PROMOTION  MEN  MEET 

Lee  Tracy,  New  York  World-Tele¬ 
gram  promotion  manager,  was  host  to 
the  New  York  Promotion  Group  at  a 
special  off-the-record  session  at  his 
Mount  Vernon,  N.  Y.,  heme  May  20 


M 


"▼“OST  reading  matter  takes  one  into  the  other 
fellow's  world;  whereas  Craigisms,  the  6-day-a-week 
feature  by  Alden  Craig,  helpfully  deals  with  the  prob¬ 
lems  of  I  MYSELF. 

Your  readers  will  quickly  confirm  the  practical 
value  of  this  brain  fertilizer  material. 

Will  gladly  send  manuscripts  for  your  consideration. 

THE  INSPIRATIONAL  SYNDICATE 

KEW  GARDENS.  N.  Y. 
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Lt  most  beautiful  GIRLS 

OF  THE  300,000  WORLD’S 
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WITH  A  300  WORD  STORY 

Original  glossy  photos  supplied- 
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S7.00  over  50,000  to  150,0011; 

S  10.00  over  150  000 
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DON  SKENE 

Don  Skene,  40,  former  sports  writer, 
Neiv  York  Herald  Tribune  from  1927 
to  1931  and  again  in  1934  died  May  16 
in  the  New  York  Hospital,  New  York, 
following  several  months’  illness.  Born 
in  Brooklyn,  he  was  graduated  from 
Yale  and  Leland  Stanford  Universities. 
In  1916  he  joined  the  Portland  Ore¬ 
gonian  writing  sports  and  assisted  in 
the  drama  department.  He  was  fired 
when  Otis  Skinner  complained  to  the 
editor  that  one  of  his  reviews  was  too 
critical.  Skinner  provided  Skene’s 
transportation  to  Chicago  where  he 
joined  the  Chicago  Tribune  sports 
staff.  He  served  in  France  with  the 
medical  service  of  the  U.  S.  Marines. 
After  the  armistice  he  remained  in 
Paris  and  joined  the  Chicago  Tribune. 
After  a  brief  stay  in  the  United 
States,  he  returned  to  Paris  and 
worked  for  the  Chicago  Tribune, 
European  Edition  of  New  York  Herald 
and  the  United  Press.  Later  he  joined 
the  Chicago  Tribune  home  office  and 
in  1927  the  late  W.  O.  McGeehan  per¬ 
suaded  him  to  join  the  Herald  Tribune 
.sports  staff,  specializing  in  fight  stor¬ 
ies.  He  left  the  paper  in  1931  and  the 
following  year  wrote  “The  Red  Tiger” 
a  story  of  the  fight  rackets.  In  1934 
he  rejoined  the  Herald  Tribune  sports 
staff  retiring  in  1935  when  his  eyes 
weakened.  He  entered  the  hospital 
April  10.  For  several  days  he  was 
dependent  upon  blood  transfusions. 
Richard  Watts,  Jr.,  Herald  Tribune 
drama  critic;  Richard  Tobin,  assistant 
on  the  day  city  desk  and  John  Lard- 
ner,  sports  writer,  were  among  those 
who  volunteered. 


Chapman,  New  York  stock  brokers, 
died  recently.  He  also  worked  on 
several  Chicago  and  New  York  news- 

jjapers. 

Clyde  C.  (Newton)  Newkirk,  67, 
columnist  and  humorist  of  Boston 
Post  for  33  years  before  he  retired  in 
1934,  died  there  May  15,  after  sev¬ 
eral  years  of  ill  health.  Newkirk 
conducted  his  “All  Sorts”  column  for 
the  daily  Post  and  the  “Bingville 
Bugle,”  a  country  paper  within  a  pa¬ 
per.  for  the  Sunday  Post.  He  also 
edited  the  National  Sportsman  maga¬ 
zine. 

Augustus  Barnes  Sawyer,  67,  edi¬ 


tor,  Franklin  (N.  H.)  Journal-Tran¬ 
script,  died  May  16. 

Daniel  C.  O’Sullivan,  49,  telegraph 
editor,  Lawrence  (Mass.)  Evening 
Tribune,  died  at  the  Lawrence  Gen¬ 
eral  Hospital,  May  11,  of  a  heart  ail¬ 
ment.  Previously  he  was  with  the 
Lawrence  Telegram-Sun. 

Robert  Alexander  Renwick,  68, 
veteran  newspaperman  and  former 
British  Columbia  deputy  minister  of 
lands,  died  at  Victoria  recently.  He 
managed  the  Prince  George  Citizen 
until  he  sold  his  interest  to  H.  E. 
Perry,  M.L.A.,  last  August  and  re¬ 
turned  to  Victoria. 


Mrs.  Ella  Funk  Meyers,  74,  Rich- 
mond  (Va.)  Times-Dispatch  garden 
editor  since  1933,  died  May  17. 

James  A.  Lynch,  68,  exchange  edi¬ 
tor  of  Newark  (N.  J.)  Evenings  News 
lor  the  past  15  years  and  an  employe 
of  the  newspaper  for  53  years  died 
May  19  at  his  home,  there,  following 
a  heart  attack. 

Edmund  M.  Carleton,  for  the  past 
25  years  with  Norris-Patterson  Lim¬ 
ited  advertising  agency,  Toronto,  and 
previously  for  15  years  with  the  Mon¬ 
treal  Star  advertising  department, 
died  at  his  Toronto  home  May  18. 


©bituarp 


WALTER  L.  TOBEY,  68,  publisher 

of  Hamilton  (O.)  Daily  News  until 
his  retirement  in  1930,  died  May  13 
in  his  suite  in  Fountain  Square  Hotel, 
Cincinnati.  He  had  been  ill  for  sev¬ 
eral  years.  He  v/as  graduated  from 
Miami  University,  Oxford,  O.,  in  1890 
and  soon  after  became  editor  of  Day- 
ton  Herald.  In  1893  he  became  pub¬ 
lisher  of  Hamilton  (O.)  Daily  Repub¬ 
lican,  which  later  changed  its  name 
to  the  Daily  News. 

Gordon  T.  Howe,  25,  advertising 
manager,  Medina  (N.  Y.)  Tribune 
and  an  AP  representative,  was 
drowned  there  May  16  when  his  car 
plunged  into  the  Erie  Canal. 

Dr.  Charles  Wortsman,  60,  of  New 
York  Jewish  Morning  Journal  edi¬ 
torial  staff  and  well  known  in  Zionist 
circles,  died  May  16  in  the  Bellevue 
Hospital,  New  York,  of  a  cerebral 
hemorrhage. 

Edwin  J.  Jones,  72,  formerly  finan¬ 
cial  editor  of  Financial  World  and  a 
member  of  New  York  Times  financial 
staff,  and  recently  with  Chisholm  & 
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DAVIS  &  THOMPSON 

INCORPORATED 

Union  Trust  Bldg., 
Cleveland 


How  Many  Advertising  Agencies 
Are  On  Your  Books? 

Most  newspapers — even  the  largest — do  most  of  their 
business  with  300  agencies  or  less.  Please  note  that: 

Oti/y  166  agencies  are  members  of  the  .A.B.C. 

Only  ?)60  agencies  are  recognized  by  A.IWP.A. 

Only  300  agencies  are  recognized  by  S.IWP.A. 

Only  130  agencies  are  members  of  A. A. A. .4. 

Only  330  national  advertisers  are  members  of  A.N.A, 


IN  promoting  your  newspaper  through  the  advertising 
pages  of  a  business  publication,  class  and  character 
of  the  publication's  circulation  are  important.  EDITOR  & 
PUBLISHER  reaches  the  agencies  which  place  from  90% 
to  95%  of  all  national  newspaper  advertising.  Adver¬ 
tising  agencies  pay  $4  a  year  for  Editor  <S  Publisher  be¬ 
cause  they  can't  afford  to  miss  anything  which  might 
affect  their  relations  with  newspapers  .  .  .  because  they 
can't  afford  to  miss  any  suggestion  about  how  other 
advertisers  are  getting  profits  out  of  newspaper  adver¬ 
tising  .  .  .  because  Editor  &  Publisher  prints  a  wealth 
of  news  about  agencies  and  national  advertisers. 


EDITOR  &  PUBUSHER  has  intensive  advertiser  coverage 
EDITOR  &  PUBLISHER  has  intensive  agency  coverage 
EDITOR  6t  PUBLISHER  has  large  size  page  .  .  .  room  for 

your  COMPLETE  sales  story 

EDITOR  &  PUBLISHER 


Times  Building 


Times  Square 


New  York 
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EDITOR  &  PUBLISHER 


APRIL  LINAGE  IN  LEADING  CITIES 


AKRON.  OHIO 


1938  1937  Gain  or  Loss 

Tim«  Press  . (e)  512.303  693.881  181,578  L 

Beacon  lournal  . (e)  944,254  1,251,559  307,305  L 

Times-Press . (S)  195,099  264,579  69,480  L 


Total  Daily  .  1,456,557  1,945,440  488,883  L 

Total  Sunday .  195.099  264,579  69,480  L 

Grand  Total  .  1,651.656  2,210,019  558,363  L 

ALIANY  N.  Y 

Knickerbocker  News  .(e)  789,603  706.144  83.459  G 

Times  Union  . (m)  606,351  636,688  30.337  L 

♦Times  Union  . (S)  225,487  231.861  6,374  L 


Total  Daily  .  1.395.954  1.342,832  53,122  G 

Total  Sunday  .  225.487  231,861  6.374  L 

Grand  Total  .  1.621,441  1,574,693  46,748  G 

ALBUQUERQUE,  N.  M. 

Journal  . (m)  371.517  379,871  8,354  L 

Tribune  . (e)  389.114  407,222  18,108  L 

Journ.ll  . (Si  63,830  70,298  6,468  L 


Total  Daily  .  760.631  787,093  26.462  L 

Total  Sundav  .  63,830  70.298  6,468  L 

Grand  Total  .  824.461  857,391  32.930  I. 

ASHEVILLE.  N.  C. 

Citizen  . (m)  394,170  441.105  46,935  L 

Times  . (e)  390,423  478.525  88,102  1. 

Citizen  Times  . (S)  109.026  114,040  5,014  L 


Total  Dailv  .  784,593  919.630  135.037  I. 

Total  Sund.iy  .  109,026  114,040  5,014  L 

C.ran.l  Total  .  893,619  1,033,670  140.051  L 

ATLANTA,  GA. 

GeorKian  . (e)  449,042  522,171  73,129  L 

Journal  . (e)  609.015  783.958  174.943  L 

Constitution  . (m)  502,397  565,725  63,328  1. 

•.\meric.in  . (S)  155,150  219,651  64,501  L 

+Journ.-il  . (SI  153.842  194.950  41.108  1. 

Constitution  . (S)  187,494  178,907  8,587  G 


Total  D.aily  .  1,560.451  1.871.854  311,400  1. 

Total  Sunday  .  496,486  593.508  97,022  L 

C.ratid  Total  .  2,056,940  2,465,362  408,422  I. 

ATLANTIC  CITY,  N.  J. 

I’ress-L'nioti  . (m)  377,193  394,030  16,837  L 

Press-Union  . (S)  63,793  62,530  1,263  G 


Grand  Total  .  440,986  456,560  15,574  1. 

Press-Union  sold  morning  atid  evening  combination.  Lin¬ 
age  of  otie  edition  shown. 

BALTIMORE,  MD. 

News-Post  . (e)  916,363  1.140,226  223,863  1. 

-Sun  . (e)  1.255,667  1.214.573  41,094  G 

Sun  . (ml  546,437  606,727  60.290  1. 

'.American  . (S)  276,677  365,117  88,440  L 

tSun  . (S)  437,822  480,653  42,831  L 


Total  Daily  .  2.718,467  2,961,526  243.059  L 

Total  Sunday  .  714,499  845,770  131,271  L 

Grand  Total  .  3,432,966  3,807,296  374,330  L 

BANGOR,  MAINE 

Commercial  . (e)  289,006  288,515  491  G 

News  . (m)  336,866  463,525  126,659  L 


Grand  Total  .  625,872  752,040  126,168  L 

BIRMINGHAM,  ALA. 

Age-Herald  . (m)  405,821  447,179  41,358  L 

News  . (e)  631,640  681,832  50,192  L 

Post  . (e)  533,649  485,380  48,269  (i 

(News  &  Age-Ilerald  (S)  263,433  289,819  26,386  L 


Total  Daily  .  1,571,110  1.614,391  43,281  L 

Total  Sunday  .  263,433  289,819  26,386  L 

Grand  Total  .  1,834,543  1,904,210  69,667  L 

BOSTON,  MASS. 

Record  . (m)  286,047  287,864  1,817  1. 

.American  . (e)  295,608  393,147  97,539  L 

Globe  . (me)  588,592  656,347  67,755  1. 

Herald-Traveler  _ (me)  919,190  1,048,813  129,623  L 

Post  . (m)  457,933  530,591  72,658  L 

Transcript  . (e)  256,084  319,397  63,313  1. 

'.Advertiser  . (S)  168,009  270,409  102,400  1. 

Globe  . (S)  338,381  366,601  28,220  L 

Mlerald  . (S)  378,785  398,358  19,573  1. 

Post  . (S)  100,711  115,381  14,670  L 


Total  Dailv  .  2,803,454  3,236,159  432,705  L 

Total  Sunday  .  985,886  1,150,749  164,863  L 

Grand  Total  .  3,789,340  4,386,900  597,568  1. 

Globe  (m  A;  e)  solil  in  combination  otily.  Herald  linage 
shown.  Traveler  sold  in  combination  with  Sunday  Herald. 

BUFFALO.  N.  Y. 

Courier-E.xpress  . (m)  531,570  610.226  78,656  1. 

News  . (e)  1,081,242  1,229,387  148,145  1. 

Times  . (e)  573,855  746.773  172,918  1. 

"Courier-Express  ...(S)  291,320  275,778  15,542  G 

tTimes  . (S)  108.999  196,952  87,953  1. 

Total  Daily  .  2,186,667  2,586,386  399,719  I. 

Total  Sutiday  .  400,319  472,730  72.411  1. 

(iran.l  Total  .  2,586,986  3,059,116  472.1.30  1. 

CAMDEN.  N.  J. 

Courier  . (e)  588,713  674,679  85,966  1. 

Courier  (e)  and  Post  (m)  sold  in  combitiation.  Linage  of 
Courier  (e)  shown. 

CEDAR  RAPIDS,  IOWA 

(iazette  . . (e)  485,690  .  . 

tiazette  . (S)  131,141  . 


Grand  Total  .  616,831 

CHARLOTTE,  N.  C. 

News  . (e)  480,486 

Observer  . (m)  530,024 

•News  . (S)  136,451 

Observer  . (S)  214,905 


Total  Daily  .  1,010,510 

Total  Sunday  .  351,356 

Grand  Total  .  1,361,866 


(Compilad  by  Madia  Racords,  Inc.) 

CHATTANOOGA.  TENN. 


1938  1937  Gain  or  Loss 

Times  . (m)  342,266  310,168  32,098  G 

News  . (e)  351,250  454,018  102,768  L 

Free- Press  . (e)  427,332  489,598  62,266  L 

Times  . (S)  111,417  124,568  13,151  L 

Free  Press  . (S)  186,212  161,329  24,883  L 


Total  Daily  .  1,120,848  1.253,784  132,936  L 

Total  Sunday  .  297,629  285,897  11,732  G 

Grand  Total  .  1,418,477  1,539,681  121,204  1. 

CHICAGO.  ILL. 

Tribune  . (m)  1,075,337  1,241,371  166,034  L 

Herald  &  Examiner  .(m)  798,919  743,215  55,704  (J 

(Daily  News  . (e)  1,142,570  1,319,141  176,571  L 

American  . (e)  880,018  925,136  45,118  1. 

Times  . (e)  634,801  731,019  96,218  L 

Tribune  . (S)  722,176  784,255  62,079  1. 

•Herald  &  Examiner  .(S)  272,275  417,427  145,152  L 

Times  . (S)  52,245  70.856  18,611  1. 


Total  Daily  .  4,531,645  4,959,882  428,237  L 

Total  Sunday  .  1,046,696  1,272,538  225,842  1. 

Grand  Total  .  5,578,341  6,232,420  654,079  I, 

CINCINNATI.  OHIO 

Enquirer  . (m)  388,799  438,995  50,196  L 

Post  . (e)  667,777  801,132  133,355  1. 

Times-Star  . (e)  904,718  1,108,590  203,872  1. 

tKnquirer  . (S)  454,891  553,062  98,171  1. 

Total  Daily  .  1,961.294  2.348.717  387,423  1. 

Total  Sunday  .  454,891  553,062  98,171  L 

Graml  Total  .  2,416,185  2,901,779  485,594  I. 

CLEVELAND.  OHIO 

Plain  Dealer . (m)  581.829  748,790  166,961  1. 

News  . (e)  601,779  831,939  230,160  1. 

Press  . (e)  978.676  1,375.204  396.528  1. 

"tPlain  Dealer  . (S)  450,492  520,360  69,868  1. 


Total  Daily  .  2.162.284  2.955,933  793,649  I. 

Total  Sundtiy  .  450.492  520,360  69,868  I. 

Grand  Total  .  2,612,776  3,476,293  863,517  I, 

COLUMBUS.  OHIO 

Disp.atch  . (e)  952,526  1,138,136  185,610  1. 

Citizen  . (e)  557,619  676,692  119,073  1. 

Ohio  State  Journal  ..(m)  249,234  246,718  2,516  G 

Dispatch  . (S)  247,139  295.006  47,867  L 

Star . (S)  53,290  55,320  2,030  L 


Total  Daily  .  1,759,379  2.061,546  302,167  I. 

Total  Sunday  .  300,429  350,326  49,897  L 

Grand  Total  .  2,059,808  2,411,872  352,064  L 

DALLAS.  TEXAS 

-News  . (m)  723,148  764,417  41,269  L 

Times-llerald  . (e)  940,863  1,008,052  67,189  1. 

Journal  . (e)  574,240  638,181  63,941  L 

Dispatch  . (e)  191,094  320,643  129.549  1. 

(News  . (S)  265,872  315.262  49,390  L 

Times  Herald  . (S)  268,655  257,607  11,048  G 

Dispatch.  . (S)  64,816  72,832  8,016  L 


Total  Daily  .  2,429,345  2,731,293  301,948  L 

Total  Sunday  .  599,343  645,701  46,358  L 

Grand  Total  .  3,028,688  3,376,994  348,306  L 

DAYTON.  OHIO 

Journal  . (m)  315,287  382,909  67,622  L 

Herald  . (e)  649,058  843,601  194,543  L 

News  . (e)  868,026  1,128,238  260,212  L 

Journal  . (S)  90,372  126,481  36,109  L 

-News  . (S)  104,741  151,440  46,699  L 


Total  Daily  .  1,832,371  2,354,748  522,377  L 

Total  Sunday  .  195,113  277,921  82,808  1. 

Grand  Total  .  2,027,484  2,632,669  605,185  L 

DENVER,  COLO. 

Rocky  .Alt.  News _ (m)  299,558  439,158  139,600  1. 

Post  . (e)  791,917  931,736  139,819  L 

Rocky  .Alt.  News  _ (S)  56,147  65,761  9,614  L 

Post  . (S)  207,683  247,699  40,016  L 


Total  Daily  .  1,091,475  1,370,894  279,419  L 

Total  Sunday  .  263,830  313,460  49,630  1. 

Grand  Total  .  1,355,305  1,684,354  329,049  1. 

DES  MOINES,  IOWA 

Register  . (m)  341,974  419,134  77.160  1. 

Tribune  . (e)  518,452  636,450  117,998  L 

Register  . (S)  200,795  228,860  28,071  1. 


Total  Daily  .  860,426  1,055,584  195,158  L 

Total  Sunday  .  200,795  228,866  28,071  I. 

Grand  Total  .  1,061,221  1,284,450  223,229  1. 

DETROIT,  MICH. 

Times  . (e)  624,063  933.215  309,152  1. 

Free  Press  . (m)  555,905  716,098  160,193  L 

News  . (e)  1,180,099  1,572,007  391,908  L 

'Times  . (S)  269,263  403,953  134,690  L 

Free  Press  . (S)  168,283  235,804  67,521  L 

(News  . (S)  413,659  555,025  141,366  1. 


Total  Daily  .  2,360,067  3,221,320  861,253  L 

Total  Sunday  .  851,205  1,194,782  343,577  L 

Grand  Total  .  3,211,272  4,416,102  1,204,830  L 

DURHAM,  N.  C. 

Herald  . (m)  349,091  . 

Sun.  . (e)  453,541  . 

Herald  . (S)  115,142  . 


Total  Daily  .  802,632  . 

Total  Sunday  .  115,142  .  . 

Grand  Total  .  917,774  . 

EL  PASO,  TEXAS 

Times  . (m)  370,286  327,973  42,313  G 

Herald  Post  . (e)  426,457  468,315  41,858  L 

Times  . (S)  118,689  152,298  33,609  L 


Total  Daily  .  796,743  796,288  455  G 

Total  Sunday  .  118,689  152,298  33,609  L 

Grand  Total  .  915,432  948,586  33,154  L 


ERIE.  PA. 

1938  1937  Gain  or  Lost 

Dispatch-Herald  . (e)  489,106  595,055  105,949L 

Times  . (e)  639,821  591,907  47,914  0 

Dispatch-Herald  . (S)  200,761  212,713  11,952L 


Total  Daily  .  1,128,927  1,186,962  58,035  L 

Total  Sunday  .  200,761  212,713  11,952  L 

Grand  Total  .  1,329,688  1,399,675  69,987  L 

EVANSVILLE,  IND. 

Courier  . (m)  529,892  546,594  16,702  L 

Press  . (e)  691,096  764,94  1  73,845  L 

Courier  . (S)  142,103  179.179  37,076  L 

Press  . (S)  200,361  219,411  19,050  L 


Total  Daily  .  1,220,988  1,311,535  90,547  L 

Total  Sunday  .  342,464  398,590  56.126  L 

Grand  Total  .  1,5  63,4  5  2  1,7  1  0,125  1  46,673  L 

FALL  RIVER,  MASS. 

Herald  News  . (e)  441,396  484,900  43,504  L 

FLINT,  MICH. 

Journal  . (e)  703,456  . 

Journal . (S)  128,933  . 


Grand  Total  .  832,389  . 

FORT  WAYNE,  IND. 

Journal  Gazette  _ _ (m)  415,05  3  432,744  1  7.691  L 

News-Sentinel  . (e)  937.058  993.935  56,877  L 

Journ.il  Gazette  . (S)  197.633  2.16,346  38,713  L 


Total  Daily  .  1,3  5  2.111  1,426,67  9  7  4,568  L 

Total  Sunday  .  197,633  236.346  38.713  L 

Grand  Total  .  1,549,744  1,663,025  113.281  L 

FORT  WORTH,  TEXAS 

.Star-Telegram  . (m)  261,824  319,035  57.211  L 

Star-Telegram  . (e)  636,452  672.425  35.973  L 

Press  . (e)  393,848  422,794  28,946  L 

Star-Telegram  . (S)  157,892  148,486  9,406G 


Total  Daily  .  1,292,124  1,414,254  122,130  L 

Total  Sunday  .  157,892  148,486  9,406  G 

Grand  Total  .  1,450,016  1,562,740  112,724L 

FREEPORT.HEMPSTEAD,  N.  Y. 

Review  and  Star . (e)  391,301  420,936  29,635  L 

FRESNO.  CALIF. 

Bee  . (e)  467.282  571,914  104,632L 

Bee  . (S)  110,908  129,272  18,364L 


Grand  Total  .  578,190  701,186  122.996L 

GLENS  FALLS.  N.  Y. 

I’ost-Sur  . (m)  442,809  484.043  41,234L 

Post-Star  (m)  and  Times  (e)  sold  in  combination.  Linage 

of  Post-Star  is  given. 

GREENSBORO.  N.  C. 

News  . (m)  336,331  . 

Record  . (e)  273,987  . 

News  . (S)  163,912  . 


Total  Daily  .  610.318  . 

Total  Sunday  .  163,912  . 

Grand  Total  .  774,230  .  . 

HARRISBURG.  PA. 

Patriot  . (m)  561,716  642,983  81,267  L 

Telegraph  . (e)  483.081  503,099  20,018L 


Grand  Total  .  1,044,797  1.146,082  101,285  L 

The  News  (e)  carries  the  same  amount  of  advertising  as 
the  Patriot  (m). 

HARTFORD.  CONN. 

Courant  . (m)  3  35,72  5  4  1  0,07  3  74,3481 

Times  . (e)  1,077,625  1,221,781  144,1561 

Courant  . (S)  288,273  363,767  75,4941 


Total  Daily  .  1,413,350  1,631,854  218,5041 

Total  Sunday  .  288,273  363,767  75,494  L 

Grand  Total  .  1,701,623  1,995,621  293,9981 

HOUSTON.  TEXAS 

Chronicle  . (e)  855,587  880,671  25,0841 

Post  . (m)  532,824  5  36,32  1  3,497  L 

Press  . (e)  5  30,45  2  5  6  7,39  9  36,947  L 

Chronicle  . (S)  237,083  283,782  46,6991 

"Post  . (S)  275,731  226,259  49,4720 


Total  Daily  .  1,918.863  1,984.391  65,5281 

Total  Sunday  .  5  1  2,8  1  4  5  1  0,04  1  2,7730 

Grand  Total  .  2,431,6  7  7  2,494,43  2  62,7351 

HUNTINGTON,  IND. 

Adverti.scr  . (e)  437,235  .  . 

Herald- Dispatch  ....(m)  422,494  . •  . 

Herald-.Advertiser  ...(S)  143,101  .  . 


Total  Daily  .  859,729  .  . 

Total  Sunday  .  143,101  .  . 

Grand  Total  .  1,002,830  . 

INDIANAPOLIS,  IND. 

News  . (e)  937,702  1,044.515  106,8131 

Star  . (m)  612,149  616,236  4.0871 

Times  . (e)  487.452  859,509  372.0571 

(Star  . (S)  369,29  4  4  4  5,3  6  6  7  6.0721 


Total  Daily  .  2,037,30  3  2,520,260  482,9371. 

Total  Sunday  .  369.294  445.366  76.072  [• 

Grand  Total  .  2,406.597  2,965,626  559,0291 

JACKSONVILLE,  FLA. 

Times-Union  . (m)  608,492  613,700  5.208]. 

Journal  . (e)  5  5  4,94  5  6  1  3,69  4  5  8,7491 

Times-Union  . (S)  214,476  242,200  27,7241. 


Total  Daily  .  1,163,437  1,227,394  63,9571 

Total  Sunday  .  214,476  242,200  27,7241 

Grand  Total  .  1,377,913  1,469,594  91,6811 

JAMESTOWN,  N.  Y. 

Journal  . (e)  367,900  444,613  76.7131 

Post  . (m)  378,802  447,044  68,2421 


Grand  Total  .  7  46,70  2  891,65  7  1  44,9551 

JOHNSTOWN.  PA. 

Tribune  . (e)  660.203  879.300  219,0971 


Tribune  (e)  is  sold  in  combination  with  Democrat  (m). 
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April  Linage  in  Leading  Cities 


KANSAS  CITY.  MO. 

1938  1937  Gain  or  Loss 

Journal-Post  . (c)  329,701  401,379  71,678  L 

Sur  . (e)  816,371  924,944  108,573  1, 

Star  . (m)  699,636  794,532  94,896  L 

Journal-Post  . (S)  96.564  113,317  16.753  L 

.Star  . (S)  392.936  440.892  47,956  L 


Total  Daily  .  1,845,708  2,120,855  275,147  L 

Total  Sunday  .  489,500  554,209  64,709  L 

Grand  Total  .  2,335,208  2,675,064  339.856  L 

KNOXVILLE.  TENN. 

Journal  . (ml  398,896  490,869  91,973  L 

New-Srntinel  . (e)  474.872  494,813  19.941  1. 

Journal  . (S)  119,256  135,175  15,919  1, 

.News  Sentinel  . (S)  195,288  173,555  21,733  G 


Total  Daily  .  873,768  985,682  111,914  1, 

Total  Sunday  .  314,544  308,730  5,814  (. 

Grand  Total  .  1.188.312  1,294,412  106,100  1, 

LOS  ANGELES.  CALIF. 

Kxaininer  . (m)  643,443  824,554  181.111  1, 

Dailv  News  . (m)  380,271  455,686  75,415  1, 

Times  . (ni)  951,232  1,127,793  176,561  1. 

Herald  Express . (e)  818,269  1,073,612  255, . 143  1. 

News  . (e',  3.16.462  352,286  15.824  1, 

•Examiner  . (S)  398,254  500,484  102,2.10  1. 

tTimcs  . (S)  413,988  463,287  49,299  1, 

Total  Daily  .  3,129.677  3,833,931  704,254  1. 

Total  Sundav  .  812,242  96.1.771  151.529  1. 

Grand  Total  .  3.941.919  4.797,702  855.783  1. 


LOUISVILLE,  KY. 

Courier-Journal  . (ni)  859.553  961.925 

Times  . (e)  849.914  1.002.554 

Courier-Journal  . (S)  355,889  427.609 

Total  Daily  .  1,709,467  1,964,479 

Total  Sunday  .  355,889  427,609 

Grand  Tot-al  .  2,065,356  2,392.088 

MANCHESTER,  N.  H. 

l'nion-l,ea<ler  . (ni)  452,581  516.515 

l.’nion  (m)  and  Leader  (e)  sold  in  coinhination. 
I'nion  (m)  is  shown. 

MEMPHIS,  TENN. 


102.372  I. 
152.640  1. 
71,720  1, 

255.012  1, 
71,720  1, 
326,732  1. 


6.1,934  L 
Linage  of 


Commercial  .Apiteal  . .  (in) 

702,481 

784,579 

82,098  L 

I’ress-Scimitar  .  . 

. (e) 

444,941 

528.066 

83,125  1. 

tCommercial  -Api 

leal .  .  (S) 

365,399 

349,054 

16,345  (i 

Total  Dailv  .  . 

1,147,422 

1,312,645 

165.223  L 

Total  Sunday 

365,399 

349.054 

16,345  G 

(iranil  Total  . 

1,512,821 

1.661,699 

148,878  1. 

MIAMI,  FLA. 

Herald . 

. (m) 

817,605 

810,809 

6,796  G 

News  . 

. (e) 

618,394 

663,763 

45,369  L 

Herald  . 

. (S) 

257,443 

289,131 

31,688  L 

News  . 

. (S) 

139,768 

129.815 

9,953  (. 

Total  Daily  , . 

1,435,999 

1,474,572 

38,573  L 

Total  Sundav 

397,211 

418,946 

21,735  L 

Grand  Total  . 

1,833,210 

1,893,518 

60,308  L 

MILWAUKEE,  WIS. 

Sentinel  . 

420,580 

371,965 

48,615  G 

Journal  . 

. (e) 

1,022,619 

1,265,089 

242,470  L 

Leader  . 

. (e) 

147,913 

202,604 

54,691  L 

News  . . 

. (e) 

409,876 

641,269 

231,393  1. 

•News-Sentinel 

. (S) 

171,536 

261,876 

90,340  L 

tjournal  . 

. (S) 

356,727 

401,003 

44,276  L 

Total  Daily  .. 

2,000,988 

2,480,927 

479,939  L 

Total  Sunday 

528,263 

662,879 

134,616  L 

t  irand  Total  . 

2,529,251 

3,143,806 

614,555  L 

MINNEAPOLIS.  MINN. 

Journal  . 

. (e) 

690,229 

704,641 

14,412  L 

rnbune  . 

. (d) 

647,366 

770,321 

122,955  1. 

S.ar  . . 

. (e) 

425,263 

490,609 

65,346  L 

•'Journal  . 

. (S) 

222,079 

259,111 

37,032  L 

tTrihune  . 

. (S) 

337,507 

368,964 

31,457  L 

Total  Daily  .. 

1,762.858 

1,965,571 

202,713  L 

i  otal  Sunday 

559,586 

628,075 

68,489  L 

<  irand  Total  . 

2,322,444 

2,593,646 

271,202  L 

MODESTO.  CALIF. 

Bee  . 

. (e) 

330,608 

414,107 

83,499  L 

MONTREAL,  CANADA 

Star  . 

. (e) 

1,303,274 

1.313.931 

10.657  L 

tiazette  . 

. (m) 

474,134 

459,191 

14,943  (. 

La  I’resse  .  . . . 

. (e) 

1,081.806 

1.116,712 

34,906  L 

La  l*atrie  . 

. (e) 

128,690 

119,603 

9,087  G 

Herald  . 

. (e) 

211,043 

234,477 

23,434  I. 

Lil  I’atrie  . 

. (S) 

81,203 

91,020 

9,817  L 

Total  Daily  .. 

3,198,947 

3,243,914 

44,967  L 

loial  Sundav 

81,203 

91,020 

9,817  L 

(irand  Total  . 

3,280,150 

3,334,934 

54,784  L 

MUNCIE,  IND. 

Press  . 

. (e) 

422,245 

503,412 

81,167  L 

Star  . 

. (m) 

388,664 

453.968 

65,304  la 

^tar . 

. (S) 

95,122 

123,754 

28,632  L 

Total  Daily  . 

810,909 

957,380 

146,471  1. 

lotal  Sunday 

95,122 

123,754 

28,632  1. 

<  irand  Total  . 

906,031 

1,081,134 

175,103  L 

NASHVILLE,  TENN. 

Banner  . 

. (e) 

53/,33(> 

452.663 

84.673  ( ; 

Tennessean 

467,020 

458,995 

8,025  t. 

■  1  eniiessean  . . 

. (S) 

225,483 

143,476 

82,007  G 

Total  Daily  . 

1,004,356 

911,658 

92,698  G 

lotal  Sundav 

225,483 

143,476 

82,01)7  t. 

Drand  Total  . 

1,229,839 

1,055,134 

174,705  G 

NEWARK.  N.  J 

1. 

leedjter  . 

.  (  III  ) 

228.755 

287,304 

58.549  1. 

‘News 

. (e) 

1,310,148 

1,380,378 

70,230  L 

Star  Eagle  . . . . 

. (e) 

490,13,8 

536,607 

46,469  L 

(all  .... 

. (S) 

201,725 

224,081 

22,356  1. 

*-r'l8er  . 

. (S) 

100.772 

136,745 

35.973  1. 

Total  Daily  . 

2,029,041 

2,204.289 

175,248  L 

toval  Sunday 

302,497 

360,826 

58,329  1. 

(iiatid  Toi-l 

2,331,538 

2,565,115 

233.577  L 

NEW  ORLEANS,  LA. 


1938  1937  Gain  or  Loss 

Times-Picayune  _ (m)  872,625  931,308  58.683  L 

Tribune  . (m)  277,582  345.299  67,717  1, 

Item  . (e)  554,317  643,408  89,091  L 

States  . (e)  451,246  525,237  73,991  L 

Times-Picayune  . (S)  315,765  401,067  85,302  L 

tItem-Trihune  . (S)  237,946  255.682  17.736  L 


Total  Daily  .  2.155,770  2.445,252  289,482  I, 

Total  Sunday  .  553,711  656,749  10.1,038  1, 

Grand  Total  .  2,709,481  3,102,001  392,520  I, 

NEW  YORK,  N.  Y. 

Times  . (m)  943,759  1,088,528  144,769  1, 

Her.ald  Tribune  . (m)  653,425  779,388  125,963  1, 

New  s  . (m)  1,190,848  1,289,461  98,613  L 

Mirror  . (m)  314,964  317,622  2,658  1. 

Jonrnal-American  ...(e)  667,195  646,891  20,304  (1 

Sun  . (e)  1,043,655  1,232,866  189,211  L 

World-Telegram  . (e)  944,460  1,169.566  225,106  1. 

Post  . (e)  601.149  806.466  205.317  1, 

•Journal-American  ..(S)  273,362  444,917  171,555  L 

Times  . (S)  762,554  849,490  86,936  L 

Mirror  . (S)  136,871  141,788  4.917  1, 

News  . (S)  496,592  529,507  32,915  L 

tHcrald  Tribune  _ (S)  527,903  588,272  60.369  L 


Total  Daily  .  6,359.455  7,330,788  971,333  L 

Total  Sunday  .  2,197,282  2,553,974  356,692  1, 

Gran.l  Total  .  8,556.737  9,884,762  1,328,025  1. 

BROOKLYN.  N.  Y. 

Eagle  . (e)  815,655  946,141  130.486  1. 

Eagle  . (S)  149,934  182.168  32.234  1. 

Grand  Total  .  965,589  1.128,309  162.720  1, 

NIAGARA  FALLS.  N.  Y. 

Gazette  . (e)  660,896  686,876  25,980  1. 

OAKLAND,  CALIF. 

Post-Emiuircr  . (e)  447,791  619,365  171,574  1. 

Tribune  . (e)  756.555  898,213  141.658  1. 

Tritmne  . (S)  173,075  196,885  23,810  1, 


Tot,al  Daily  .  1,204,346  1.517,578  313.232  1. 

Total  Sunday  .  173,075  196,885  23,810  I, 

Grand  Total  .  1.377,421  1,714,463  337,042  I. 

OKLAHOMA  CITY.  OKLA. 

Oklahoman  . (m)  385,013  435,492  50,479  1. 

Times  . (e)  577,766  685,689  107,923  1, 

Okbahoma  .News  . (e)  333,684  349,731  16.047  1. 

Oklahoman  . (S)  234,520  299,389  64,869  1. 

Oklahoma  News  . (S)  118,725  115,153  3,572  (i 


Total  Daily  .  1,296,463  1,470.912  174,449  I, 

Total  .Sunday  .  353,245  414,542  61,297  I, 

Gr.and  Total  .  1,649,708  1,885,454  235,746  1, 

OMAHA.  NEB. 

World-llerald  . (e)  689,867  733.313  43,446  1, 

tWorld-llerald  . (S)  248,842  237,035  11,807  G 


Grand  Total  .  938,709  970,348  31,639  L 

World-llerald  sold  in  morning-evening  combination.  Lin¬ 
age  of  one  edition  shown. 

PEORIA.  ILL. 

Journal-Transcript  ...(d)  601,838  701,277  99,439  L 

Star  . (e)  619.756  804,310  184,554  1, 

Journal-Transcript  ...(S)  149,430  177,850  28,420  1, 

Star  . (S)  144,272  172.115  27,843  1, 

Total  Daily  .  1,221,594  1,505,587  283,993  L 

Total  Sunday  .  293,702  349,965  56,263  I, 

Grand  Total  .  1,515,296  1,855,552  340,256  L 

PHILADELPHIA.  PA. 

nulletiii  . (e)  939,599  1.119.687  180.088  1, 

Imiuirer  . (m)  696,277  837,400  141,123  1, 

.News  . (e)  285,705  315,070  29,365  1, 

Public  Lc<lger  . (e)  808,281  1,144,655  336,374  1. 

Record  . (m)  528,807  613,841  85,034  1, 

Imiuirer  . (S)  465,295  626.3.32  161.037  L 

fKecord  . (S)  295,071  436,954  141,883  L 


Total  Daily  .  3,258,669  4.030,653  771,984  1, 

Total  Sunday  .  760,366  1,063,286  302,920  1, 

Grand  Total  .  4.019,035  5.093,939  1,074.904  1, 

PHOENIX.  ARIZ. 

Republic  . (m)  464,670  466.802  2.132  1. 

Gazette  . (e)  553,000  567,681  14,681  1, 

Republic  . (S)  146,971  151.090  4,119  1, 

Total  Daily  .  1,017,670  1,034.483  16.813  I, 

Total  Sundav  .  146,971  151,090  4,119  1, 

Grand  Total  .  1,164,641  1,185,573  20.932  1. 

PITTSBURGH.  PA. 

Sun-Telegraph  . (e)  796.303  1,059,584  263,281  I. 

Press  . (e)  1.235,270  1.504,877  269.607  1. 

Post  Cazette  . (m)  534,713  663,489  128,776  1, 

•Sun-Telegraph  . (S)  344,057  421,746  77,689  L 

tPre.ss  . (S)  362,950  451.098  88,148  1, 

Total  Daily  .  2,566,286  3,227,950  661,664  L 

Total  Sunday  .  707,007  872,844  165,837  I, 

Grand  Total  .  3,273.293  4,100.794  827,501  I, 

PORTLAND.  ORE. 

Oregonian  . (in)  486,506  515.829  29,323  1, 

Journal  . (e)  790.749  898,949  108.200  L 

.News-Telegram  . (e)  308,921  .183,421  74,500  1, 

Oregonian  . (S)  262,347  332.496  70,149  1. 

tjournal  . (S)  '  145,259  153,645  8,386  L 

Total  Daily  .  1,586,176  1,798,199  212,023  I, 

Total  Sunday  .  407.606  486.141  78.535  L 

Graiul  Total  .  1.993,782  2,284,340  290,558  1. 

PROVIDENCE.  R.  I. 

Bulletin  . (e)  1,090,008  1,344.211  254.203  L 

Journal  . (m)  338,180  383.561  45.381  1, 

Tribune  . (e)  85,617  336,123  250,506  1, 

Journal  . (S)  208,992  267,169  58,177  L 


Total  Daily  .  1,513.805  2,063,895  550,090  L 

Total  Sunday  .  208,992  267,169  58,177  1, 

Gr.and  Total  .  1,722,797  2,331.064  608,267  1, 


READING.  PA. 


1938  1937  Gain  or  Loss 

Eagle  . (e)  636,415  785,332  148,917  L 

Times  . (m)  573,880  672,832  98,952  L 

Eagle  . (S)  44,982  64.810  19,828  L 


Total  Daily  .  1,210,295  1,458.164  247,869  L 

Total  Sunday  .  44,982  64.810  19,828  L 

Grand  Total  .  1,255,277  1,522,974  267,697  L 

RICHMOND,  VA. 

News-Leader  . (e)  973,280  1,096.567  123,287  L 

Times-Di.spatch  . (m)  554,284  567,309  13.025  L 

Times-rWspatch  . (S)  239,817  288,162  48,345  1, 


Tot.al  Daily  .  1,527,564  1,663,876  136,312  L 

Total  Sunday  .  239,817  288,162  48,345  L 

Grand  Total  .  1,767,381  1,952,038  184,657  1, 

ROANOKE.  VA. 

Times  . (m)  275,888  310,838  34,950  1, 

World  News  . (e)  480,374  539,640  59,266  1, 

Times  . (S)  161,157  181.851  20,694  L 


Total  Daily  .  756,262  850,478  94,216  I, 

Total  Sunday  .  161,157  181.851  20,694  I, 

Grand  Total  .  917,419  1,032,329  114,910  1, 

ROCHESTER,  N.  Y. 

Times-lTiion  . (e)  891.434  890.8.'l  583  G 

Democrat  &  Chronicle  (m)  819,862  797,306  22,556  (! 

Democrat  &•  Chronicle  (.S)  269,414  273.662  4,248  L 


T.ital  Daily  .  1.711,296  1.688.157  23.139  G 

Total  Sundav  .  269,414  273,662  4.248  L 

Grand  Total  .  1,980,710  1,961,819  18,891  G 

ROCKFORD,  ILL. 

Register-Reimblic  ....(e)  566,844  649.321  82  477  1, 

Star  . (m)  472,396  524,254  51,858  L 

Star  . (S)  96,264  118,765  22,501  1, 


Tot.il  Daily  .  1,039.240  1,173,575  1.14,335  L 

Total  Sundav  .  96.264  118,765  22,501  1, 

Grand  Total  .  1,135,504  1,292..140  156,836  1, 

SACRAMENTO,  CALIF. 

Union  . (m)  225.4.10  276,054  50.624  1, 

Bee  . (e)  811.677  1,008,089  196,412  1, 

Union  . (S)  123,471  168,321  44,850  1, 


Tot.al  Daily  .  1.037,107  1,284,143  247,036  1, 

Total  Sund.ay  .  123,471  168,321  44,850  L 

Gr.and  Total  .  1,160,578  1,452,464  291,886  L 

SALT  LAKE  CITY.  UTAH 

Tribune  . (m)  705,213  712,050  6,837  1, 

Deseret  News . (e)  404,659  442,829  38.170  L 

Telegram  . (e)  534,1.38  610,472  76,3.34  L 

Tribune  . (S)  230,994  223.531  7,463  G 


Total  Daily  .  1,644,010  1,765.351  121,341  L 

Total  Sunday  .  230,994  223,531  7,463  G 

C.rand  Total  .  1,875,004  1,988,882  113,878  L 

SAN  ANTONIO.  TEXAS 

Light  . (e)  512,189  569.294  57,105  1, 

Express  . (m)  349,800  378..399  28,599  L 

News  . (e)  668,043  713,850  45,807  L 

•Light  . (S)  298,798  359,086  60,288  L 

Express  . (S)  197,117  211,738  14,621  1, 


Total  Daily  .  1,5,30.032  1.661.543  131.511  I, 

Total  Sunday  .  495.915  570,824  74,909  L 

Grand  Total  .  2,025,947  2,232,367  206,420  L 

SAN  DIEGO.  CALIF. 

('nion  . (m)  423,589  527,744  104,155  1, 

.Sun  . (e)  394,197  485,694  91.497  L 

Tribune  . fe)  652,076  845,564  193,488  L 

Union  . (S)  220,749  269.451  48,702  L 

Sun  . (S)  85,303  99,777  14,474  1, 


Total  Daily  .  1,469,862  1,859.002  389.140  I, 

Total  Sunday  .  306,052  369  228  6.3,176  I, 

Grand  Total  .  1.775,914  2,228,230  452.316  L 

SAN  FRANCISCO.  CALIF. 

Chronicle  . (m)  496,908  551,970  55,062  1. 

Examiner  . (m)  627,541  709  811  82.270  1. 

Call-Bulletin  . (e)  523.441  698,680  175.2.39  1, 

.News  . (e)  697,644  837,735  140.091  1. 

Chronicle  . (S)  206,085  267,976  61,891  I. 

•Examiner  . (S)  364,355  483,915  119,560  1. 

Total  Dailv  .  2,345.534  2,798.196  452,662  L 

Total  Sunday  .  570.440  751,891  181.451  1. 

(irand  Total  .  2.915.974  3,550,087  634,113  1, 

Clnonicle  includes  \'alley  Edition. 

SCHENECTADY.  N.  Y. 

Gtizette  . (m)  765.768  846,89.3  81.125  1, 

Union  Star  . (e)  679.725  765,748  86,023  1. 

Grand  Total  .  1,445,493  1,612,641  167,148  1, 

SCRANTON.  PA. 

Tribune  . (m)  490.721  558.486  67.765  1. 

Times  . (e)  849,137  1.026,063  176,926  1, 

Scrantonian  . (S)  196.388  261,425  65.037  1, 


Total  Daily  .  1.339,858  1,584,549  244,691  I, 

Total  Sumlay  .  196.388  261,425  65,037  1. 

Grand  Total  .  1.5.36,246  1,845,974  .309,728  1, 

SEATTLE.  WASH. 

Post-Intrlligcnccr  ...(m)  408.747  493,541  84,794  1. 

Star  . (e)  260,008  411,715  151,707  1, 

Times  . (e)  718.970  849,036  130,066  L 

•Pistln-elligencer  ...(S)  229.101  324,389  95,288  1, 

Times  . (S)  214.785  250,770  35,985  1, 

Total  Dailv  .  1,387,725  1,754,292  366,567  L 

Total  Sundav  .  443.886  575,159  131,273  1. 

Grand  Total  .  1,831,611  2.329,451  497,840  1, 

SIOUX  CITY.  IOWA 

Journal  . (d)  331,112  371.853  40,741  1, 

Tribune  . (e)  306,123  342.158  36,035  1, 

Journal  . (S)  96,630  91,955  4,675  G 

Total  Daily  .  637,235  714,011  76,776  1, 

Total  Sunday  .  96,630  91,955  4,675  G 

Grand  Total  .  73,1.865  805,966  72,101  L 

(ContinKcd  on  page  34) 
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April  Linage  in  Leading  Cities 


«/  f  rotn  pagi 

.33) 

SOUTH 

BEND,  IND. 

1938 

iaiii  or  1  .o>s 

NVv\ '^•Timev  ... 

. (rT 

404.157 

539.472 

135.315  L 

Tnhnne 

. (-) 

615.028 

728.669 

11.3.641  L 

N«‘w>-Tinies  .  . . 

. (.S) 

53.099 

133.619 

80.520  L 

Ti  ilmnc 

. (S) 

85.442 

108.029 

22.587  L 

T.iuil 

Daily  . 

1.019.185 

1,268.141 

248.956  L 

r(*tal 

Sntufav 

1.33.541 

241.648 

103.107  L 

(Ir.im] 

Total 

1.157.726 

1.509.789 

352.06.3  1. 

SPOKANE.  WASH. 

Sp  kt.'-n 

an-Review  .  .  (m) 

333.660 

.382.742 

49.082  I. 

I'hriiiKc! 

. (vT 

576,174 

694.825 

118,651  L 

lVcs>  . 

. (el 

1.82.507 

279  541 

97.0.34  L 

•fSjs  ke'nMii-lxev 

cw  .  . ( S) 

225.945 

227.144 

1.199  1. 

Tot.il 

I'ailv  , 

1.092.341 

1.357.108 

264.767  I. 

T..tal 

.S'lndav 

225.945 

227.144 

1.199  L 

( irain 

T..tal 

1.31.8.2.86 

1.584,252 

265.966  1, 

SPRINGFIELD.  ILL. 

Slate  lo 

rnal  . 

. (,li 

495.354 

S-.itv  I.' 

. (v) 

51.T  010 

. (  S) 

14S  4S7 

. (Si 

T..t;il 

Diilv  . 

1.00S..T(.4 

- — 

T  .Ml 

S’»M'^ay 

237.143 

(ii. 111,1  To  il' . 


ST.  LOUIS,  MO. 


( iKihe-Denii  c-at 

.  .  .  .  t  m ) 

518,728 

628..5.5.3 

109.825  I. 

1  *- 'St -Di ’-patch 

. (f  1 

884.6.31 

1.185.212 

300.581  1. 

Star  Tinu’H  . 

. (f) 

679.803 

6SOJ25 

422  1. 

t(  flobe  Dt  ni'kcrat 

...  .(,8) 

275.681 

267.500 

s.  1 8 1  . ; 

IVjM-I)ispatch 

.  .  .  .(.8) 

349.604 

451.990 

102.386  1. 

T..tal  Dailv  .. 

2.083,162 

2.493. 9V0 

410  828  I, 

Total  Snmiav 

625  285 

719,490 

94.205  1. 

(Irand  Total  . 

.  2.708.447  3,213.480 

ST.  PAUL.  MINN. 

505.033  I. 

Fioneer  Press  .  . 

....(ml 

572.36.3 

621.455 

49.092  L 

Dispatch  . 

. .  ..(c) 

766.543 

817.368 

50.825  1. 

News  . 

. (e) 

485.5,38 

520.251 

.34.713  L 

Fionecr  Press  . . 

....(8> 

175.222 

190.476 

15.254  L 

Total  D'lilv  .. 

1.824.444 

1.959,074 

1.34.6.30  I, 

'1  otal  Sunday 

175.222 

190.476 

15.254  L 

(Irand  Total 

.  1.999.666 

SYRACUSE,  N. 

2.149,550 

Y. 

149,884  L 

l"iiriial  . 

. (el 

665.528 

796.843 

131.315  L 

Ht-raM  . 

. (c) 

649.315 

765.202 

11.5.887  I. 

l‘MNt-S;an(lard 

. . . .  (m ) 

526.344 

587.568 

61.224  L 

*  .\merican  .... 

....(8) 

181,855 

242.920 

61.065  I. 

Heralil  . 

91.568 

114.916 

2.3.348  L 

1*  i-t-Standard  .. 

...  .(SI 

75.51,8 

107.868 

32,300  L 

Total  l>aily 

1.841.187 

2.149.61.3 

308.426  1. 

'I  ot.al  Snndav 

.348.991 

465.704 

116.713  L 

(•rand  Ttttal 

.  2.190.178  2.615.317 

TACOMA.  WASH. 

425.139  I. 

New- Trilmr.e  .. 

46.3  810 

528.751 

(>4.941  1. 

1  inies  . 

. (el 

358.666 

420,389 

61.72.3  L 

i.edger  . 

....(8) 

141.684 

1 67,464 

25.780  1 

T.it.-il  Dailv  .. 

822,476 

949,140 

126,664  1 

Total  Sunday 

141,684 

167.464 

25.780  I 

f  irand  Total  . 

.  964.160  1.116.604 

TOLEDO.  OHIO 

152.444  1 

Times  . 

.  .  .  .  (  tti  I 

102.175 

156.376 

54,201  1 

r.la.Ir  . 

. (cl 

764.415 

1 .009.360 

244.945  1 

Nt«sB<v  . 

. (e) 

386.861 

548,661 

161.800  1 

Times  . 

. (8) 

240.291 

286.643 

46.352  I 

Tnl.d  Ilailv  ., 

1.253.451 

l.ri4..397 

460.946  I 

Total  Snndav 

240.291 

286.643 

46.352  1 

tirand  Total  . 

1.493,742 

2.001.040 

507.298  1 

TORONTO.  ONT..  CANADA 


('.Idhc  &  Mail  . 

. .  (itij 

19.38 

550,896 

19.37  ( 
664.954 

iiain  nr  lx>>s 
114.058  L 

Star  . 

..(c) 

1,341,333 

1,569.785 

228,452  L 

Star  . 

..(tv) 

123.150 

131.801 

8.651  L 

Telegram  . 

. .  (e) 

1,155,847 

1.415.826 

259,979  L 

(irand  'Tdt.il  .... 

.3,171.226 

3,782, .366 

611.140  L 

Times  . 

TRENTON,  N.  . 

..(e)  598.473 

J. 

704.2.38 

105.765  L 

Tiitto-.AitvcrtiM-r  .. 

..(S) 

68,026 

86.750 

18.724  1. 

(irand  Tntal  .... 

666.499 

790,988 

124,489  L 

l-ktcord  . 

TROY,  N.  Y. 

.  .(m)  6(»8,016 

6(>3.132 

4.884  < ; 

KecDrd  (m)  is 

sold  i 

in  comhinatioii  with  Times-Record 

(ej.  1. inage  of  Record  (in)  shown. 

TULSA,  OKLA 

Trihune  . (e)  505.041 

542.382 

37,341  1. 

Wi.rl  1  . 

.(ml 

446.471 

4,86.436 

39,965  L 

Trihune  . 

.  .(S) 

117.037 

139.948 

22.911  L 

W.irM  . 

..(S) 

187.613 

217,081 

29.468  L 

Tiital  Dailv  . 

951,512 

1.028.818 

77,.306  T. 

Total  Snndav 

304,650 

.357.029 

52.379  L 

(irand  'J'otal  .... 

1.256,162 

1,3.85,847 

1 29,685  L 

WASHINGTON,  C 

1.  c. 

Ilcralil  . 

. .  ( m ) 

451.506 

538,790 

87,284  L 

post  . 

..(m) 

598.564 

613.528 

14.964  L 

News  . 

.  .(e) 

508.151 

606.296 

98.145  L 

I'inres  . 

.  .(,  ) 

715.013 

1.016.631 

301,618  L 

Star  . 

.  .(el 

1,503.123 

1,670.114 

166.991  1. 

•Ilcr.iM  . 

..(S) 

.3.38.106 

465,457 

127,351  L 

•fStar  . 

.  .(S) 

408,803 

469,218 

60,415  1. 

}h»st  . 

..(S) 

259,863 

296,098 

.36.235  L 

Total  Dailv  . 

3.776.357 

4.445.359 

669,002  L 

Total  Sunday  ... 

1.006,772 

1.230.773 

224.001  L 

(irand  Total  .... 

4.783,129 

5.676,1.32 

.893,003  L 

WESTCHESTER  COUNTY  (N.  Y.)  GROUP 

Maniaroneck  Times 

..(e) 

194,708 

257.848 

63.140  L 

.Mt.  Vernon  Argus  . 

..(e) 

475.459 

505,389 

29,930  L 

New’  Rochelle  Standard 

Star  . (e) 

474,618 

499,819 

25,201  1. 

( Issining  Citizen 
Register . . 

...(e) 

219.715 

257,078 

37,363  L 

Port  (diesler  Item  . 

..(el 

348.2.30 

412,.3.86 

64,156  1. 

Tarry  town  News  . . 

.  . .(e) 

207,418 

248.944 

41.526  1. 

Yonkers  Herald- 
SiateHinan  . . 

.  . .(c) 

356..392 

443.195 

86,80.3  L 

White  IMaitis  Ke|»orT 

rr  (e) 

561,359 

(1OI.7O6 

100,347  L 

Peekskill  Star  . 

,  ..(e) 

259,438 

298.232 

38.794  L 

(irand  Total  .... 

3,097,337 

3,584,597 

487,26(1  1. 

Reacon  . 

WICHITA,  KAN. 

..  (e)  531.094  6,34.510 

10.3.416  1. 

1  •■kIc  . 

.  .  ( tit ) 

319,92(1 

X.74.1  (i 

Kax-lc  . 

.  .  .(e) 

414.969 

4.8.3.628 

(.8.659  1. 

**IUac'»n  . 

.  .  (S) 

265.6.39 

265.495 

144  ('. 

Ka^lc  . 

..(S) 

16(1,4.37 

194.074 

27,6.37  1. 

Total  Daily  . 

1.274.726 

1.4.38.(158 

163.332  1. 

T(ttal  Snndav  .  . 

432.076 

4.s9.5n9 

27.49.3  1. 

<  irand  'Dual  .  . . . 

1.706,802 

1,897.627 

190.825  1. 

WILKES-BARRE, 

PA. 

Keci  'I'd  . . 

.  .(til) 

75.S.(>31 

8.31. .303 

75.672  1. 

Tittles  Leader  .... 

.  ..(e) 

744.011 

896.533 

152,522  1, 

News  . 

.  .  .(e) 

320,334 

5.36.194 

215.860  1. 

liidejKiHleilt  . 

.  .(S) 

127,573 

18.3,876 

5(...303  1. 

Total  Dailv  . 

1.819.97(1 

2.264.030 

444.054  1. 

Tdtal  Siitiday  .  . 

127,573 

183,876 

.36..303  1. 

(irand  Total  ... 

1.947,549 

2,447.90(1 

500,357  L 

WINSTON-SALEM,  N.  C. 

1938  1937  Cain  or  1.1 

Twin  City  Srntiiirl  . .  (e)  349.983  .  . 


lournal  . (ml  297.638  . 

Journal  . (SI  186.240  . 

Total  Daily  .  647.611  .  . 

Total  Snnilay  .  186.240  .  . 

Crand  Total  .  833,851  . 

WORCESTER,  MASS. 

TfUxram  . (ml  ,>70.460  644.078  73.618  1 

Cazitlr  . (e)  600.914  718.524  117.610  1 

I'o^t  . (e)  341,314  3.83.600  42.2861 

T<-IrKrani  . (S)  174,880  196,493  21.613  1. 

Total  D.ailv  .  1.512  688  1,746.202  233.514  1 

Total  Smulay  .  174.8.80  196.493  21.613  1 

Crai!d  Total  .  1,687.568  1,942,695  255,1271. 

YOUNGSTOWN,  OHIO 

Vinilicator  &• 

Tolcgram  . (c)  759,045  1,018.249  258.604  1, 

Vindicator  & 

Telegram  . (SI  176.090  283.482  107..i92  1. 

Crand  Total  .  935.735  1.301,731  .365.996  1. 

Figures  Supplied  by  Publisher 
BRONX  (NEW  YORK  CITY) 

llonu-  .\V«s  . (e)  240.247  285.581  45. . 3.34  1. 

Home  .News  . <S)  84,749  88.289  3.5401, 

( Irani  T..lal  .  324,996  373,870  48,8741. 

KANSAS  CITY,  KAN. 

K.in>an  . (el  275.079  297,920  22.841  1, 

K.insan  . (S)  9.3.037  97.125  4.088  1. 


(Jratid  Total . 368,116  .395.045  26,929  1, 

NEW  BEDFORD.  MASS. 

Standard  Times  . (e)  .390.236  486,416  96,1801. 

Mercury  . (ml  412.230  47.3,8.30  61,600  1. 

.Standard-Times  . (S)  .34,076  61  222  27.1461. 


Total  Daily  .  802,466  960.246  157.780  1. 

Total  Siindav  .  .34,076  61,222  27.1461, 

Crand  Total  .  8.36,542  1,021,468  184,926  L 


MEMORANDUM  OF  ADVERTISING  IN  AMERICAN 
WEEKLY,  COMIC  WEEKLY  AND  "THIS  WEEK"- 
APRIL,  1938 

•“.\MKR1CAN  WEKKLY”  Linage~64.048  lines  and 
“('OMIC  WEEKLY”  Linage  -18,088  lines  is  included  in  the 
Sunday  figures  of  the  following  pajrers:  Albany  Times  I’nion, 
.■\tlant.a  .\meric.an,  Baltimore  .Xmerican,  Boston  .Advertiser, 
Chic.ago  Herald-Examiner.  Detroit  Times,  Milwaukee  News 
Sentinel,  New  York  Journal  -American,  Pittsburgh  Sun 
Telegraph.  San  Antonio  Light,  Syr.icusc  American,  Washing- 
ion  Herald. 

'American  Weekly  Linage — 64,794  lines;  Comic  Weekly 
Linage — 18,088  lines,  in  the  Los  Angeles  Examiner.  San 
l-'rancisco  Examiner  and  Seattle  I’ost-Intclligenccr. 

•'.American  Weekly  Linage — 64,048  lines  in  the  Biillali 
Courier-Express,  Cleveland  Plain  Dealer.  Houston  Post. 
MinneaiHdis  Journal.  Nashville  Tennessean  and  Wichita 
Beacon. 

f'TlllS  \\  E.EK"  Linage  22.905  lines  is  inclu'ed  in  the 
.Sunday  figures  of  the  following  papers:  .\tlanta  Journal. 
B.iltimore  Sun,  Birmingham  News  &  Age  Herald.  Boston 
Herald,  Buffalo  Times,  (^'incinnati  I'miuircr.  Cleveland  I’l.iiii 
Dealer,  Dallas  News,  Detroit  News.  Indianapolis  Star.  ,\lrm 
phis  Comercial  Apiieal.  Milwaukee  Journal.  MinneaiHilis  Trih. 
one.  New  Orleans  Item  Trihune,  New  York  Herald  Trihv.nr. 
I  Imaha  AV’orld-Herald.  Philadelphia  Record,  Pittsburgh  Pre— . 
.St.  Louis  Clolie  Democrat,  Washington  Star;  28.290  lines  in 
the  Chicago  Daily  News;  21.500  lines  in  the  Los  .Ang'.k' 
Times,  Portland  .journal.  Sixikaiie  .S|Mike.sman  Review. 


V.  S.  McClatchy 
Dies;  Former 
Coast  Publisher 

Son  of  Sacramento  Bee 
Founder  Began  Chain  .  .  . 
Aided  Exclusion  of  Japs 

Valentine  Stuart  McClatchy,  80, 
publisher  and  half-owner  of  the  Sac¬ 
ramento  (Cal.)  Bee  from  1884  to  1923, 
died  at  his  San  Francisco  home  May 
15.  Apparently  he  was  the  victim  of 
a  heart  attack. 

Born  the  year  that  the  Bee,  foun¬ 
dation  stone  of  the  present  McClatchy 
Newspapers,  was  started  by  his  father, 
the  late  James  McClatchy,  Mr.  Mc¬ 
Clatchy  became  a  publisher  at  25.  On 
the  death  of  his  father,  he  and  his 
brother,  the  late  C.  K.  McClatchy, 
shared  ownership  of  the  Bee  and  be¬ 
gan  a  newspaper  chain  with  purchase 
of  the  Fresno  Bee. 

Sold  Interests  to  Brother 

Since  sale  of  his  newspaper  inter¬ 
ests  to  his  brother  15  years  ago,  V.  S. 
McClatchy  devoted  himself  to  prob¬ 
lems  then  developing  and  which  re¬ 
main  vital  in  today’s  news.  These 
included  the  threat  of  Japanese  im- 
1  erialism  as  expressed  in  immigration 
problems,  in  freedom  for  the  Philip¬ 


pines  and  in  Far  Eastern  policy.  He 
also  was  a  student  of  California’s 
reclamation  problems. 

V.  S.  McClatchy  was  an  outstand¬ 
ing  figure  in  the  fight  that  led  to 
California’s  Oriental  exclusion  act. 
His  revelations  of  Korea’s  plight  cre¬ 
ated  a  sensation  in  1919.  He  has 
served  since  1923  as  secretary  of  the 
California  Joint  Immigration  Com¬ 
mission. 

Mr.  McClatchy  was  secretary  and 
manager  of  the  old  Pacific  Associated 
Press.  From  1910  to  1923  he  was  a 
director  of  the  Associated  Press. 

Surviving  are  his  widow,  two 
daughters,  Mrs.  Valentine  Woodhouse 
of  San  Francisco  and  Mrs.  Butler 
Jack,  Sacramento;  and  four  sons, 
J.  V.  McClatchy,  Ralph  McClatchy 
and  H.  J.  McClatchy,  of  Sacramento, 
and  Leo  McClatchy,  Santa  Fe. 

SPONSORS  BOOK  FAIR 

The  Carolinas  Book  Fair  which 
opened  May  5  under  the  sponsorship 
of  the  Charlotte  News.  Charlotte  Ob¬ 
server  and  the  Charlotte  Woman’s 
Club,  had  as  one  of  its  invited  guests, 
Jonathan  Daniels,  editor,  Raleigh 
(N.  C.)  News  &  Observer,  who  read 
the  first  chapter  of  his  forthcoming 
book,  "A  Southerner  Di.scovers  the 
South.’’  Last  week  the  sponsorship 
of  the  Fair  was  erroneously  credited 
in  E.  &  P.  to  Raleigh  News  &  Observer. 


N.  Y.  Sun  Awards 
Father's  Day  Prize 

Theodore  S.  Garrett,  36,  a  copy 
writer  for  Young  &  Rubicam,  New 
York,  this  week  was  awarded  a  prize 
of  $500  offered 
by  the  New 
York  Sun  for 
the  best  series 
of  advertise¬ 
ments  promot¬ 
ing  Father’s  Day 
as  a  day  of  re¬ 
membrance. 

The  contest 
was  open  to  any 
advertising  man 
or  woman  in 
New  York  City 
and  vicinity 
with  the  excep¬ 
tion  of  employes  of  the  Sun  and  other 
publications.  Sixty-nine  entries  were 
received.  The  series  will  be  published 
b.v  the  Sun  June  7,  9,  13  and  16. 

The  captions  of  the  winning  layout 
were  “Time  the  Old  Man  Licked  Me,” 
"To  the  Man  I  Called  a  Tightwad,” 
"My  Father  Is  Funny  About  Pres¬ 
ents,”  and  “When  Pop  Was  21.”  Mr. 
Garrett  has  worked  in  agencies  since 
1927,  but  has  been  with  Young  & 
Rubicam  a  little  more  than  a  year. 

The  judges  were; 

john  J.  Cavana^h,  chairman  of  the  Iwiard  of 
the  Hat  CoriK»rati(»ti  of  America;  Ralph  K. 


Ladue.  |»resi<lenl  of  J<jhn  David,  Inc.;  I-.  h.  i 
Mcdiiveiia,  president  (»f  Krigtl^  iif  Varley.  Inc.;  I 
(’.  K.  Palmer,  president  of  Cluett-Pealiody  hi  j 
Co..  Inc.;  William  O.  Riordan.  president  of  I 
Stern  Hruthers;  Jack  I.  Straus,  executive  | 
vice-president  of  R.  H.  Macy  &  Co.,  and  | 
}*hillips  Turiihnll.  president  cd  Rogers  IVrt  C".  I 


Equipment  &  Supplies 


STEREO 

EQUIPMENT 

Complete  Line  for  Every 
Operation  from 
Lock-up  to  Press 


THE  GOSS  PRINTING  PRESS  CO. 
PILSEN  STATION,  CHICAGO,  ILL. 


U.  S.  Judge  Halts  Police 
Curb  on  N.  Y.  Post  Sales 

A  temporary  injunction  restraining 
police  of  Jersey  City  and  Hoboken, 

N.  J.,  from  ordering  the  Nexo  York 
Post  from  250  newsstands  in  those 
cities  was  obtained  by  the  newspaper 
from  U.  S.  District  Judge  William 
Clark,  in  Trenton,  late  Thursday. 
Harry  T.  Saylor,  editor,  said  a  “show 
cause”  order  was  issued  to  the  police 
chiefs  and  captains  named.  Mean¬ 
while  the  temporary  restraining  or¬ 
der  will  be  posted  on  the  stands. 

Reporters  and  circulation  inspectors 
learned  Monday,  Mr.  Saylor  said, 
that  some  stands  were  not  carrying 
the  Post  because  of  its  second  expose 
of  Mayor  Frank  Hague,  written  by 
David  Wittels.  There  was  only  one 
instance  of  complete  suppression,  at 
the  Hoboken  ferry  house,  according 
to  the  editor.  By  Wednesday  all  news¬ 
dealers  were  keeping  Posts  under 
cover,  digging  them  from  hiding  places 
only  if  a  customer  asked  for  the 
paper.  No  dealers  would  discuss  the 
reason  for  this  action. 

Corporation  Counsel  James  A. 
Hamill,  of  Jersey  City,  opposed  the 
Post’s  application  on  the  ground  no 
proof  had  been  offered  to  show  police 
had  caused  the  Posts  to  be  taken  from 
stands.  In  granting  the  temporary 
injunction  Judge  Clark  said:  “It  is 
clear  that  something  was  going  on. 
Those  things  were  not  imagined. 
Where  there  is  some  smoke  there 
must  be  some  fire.  I  am  not  going  to 
make  a  speech  about  a  free  press,  al¬ 
though  that  issue  is  clearly  involved.” 

REDUCES  PAGE  WIDTH 

As  a  step  to  overcome  the  recent 
rise  in  newsprint  prices  the  New  York 
Herald  Tribune  early  this  month  re¬ 
duced  its  page  width  one-half  inch, 
or  2.91%,  by  installation  of  mat 
shrinkage  machines,  replacing  the 
standard  681^-inch  newsprint  rolls 
with  66Vh-inch  rolls  and  using  4-pt. 
columns  rules  in  place  of  the  old  6-pt. 
rules.  Howard  Davis,  business  man¬ 
ager,  posted  an  editorial  room  notice 
criticizing  a  statement  in  the  New 
Lead,  organ  of  the  Herald  Tribune 
guild  unit,  that  “the  newly  installed 
mat  dryers  shrink  the  pages  another 
dozen  ems,”  effecting  a  saving  of  “one 
out  of  every  seven  rolls  of  newsprint.” 
Such  a  saving  would  be  14.28%,  in¬ 
stead  of  2.91%,  Mr.  Davis  pointed  out 
caustically. 

MINTON  ASKS  $25,000 

Washington,  D.  C.,  May  17 — Sen¬ 
ator  Sherman  Minton  has  requested 
an  additional  $25,000  to  continue  in¬ 
vestigation  of  lobby  activities  but  has 
denied  published  reports  that  he  had 
singled  out  particular  newspapers  for 
scrutiny.  The  Indiana  Senator  dis¬ 
closed  that  the  additional  funds,  if 
appropriated,  will  be  u.sed  to  inves¬ 
tigate  propaganda  in  newspapers  gen¬ 
erally  and  he  has  not  determined  with 
which  paper  or  where  the  study  will 
begin. 

u.  S.  WINS  GLOVES 

(By  telegraph  to  Kditor  &  I’i'bli.siik*) 

Chicago,  May  18 — America’s  boxers 
won  a  5  to  3  decision  over  Europe’s 
amateur  champions  in  the  Seventh 
International  Golden  Gloves  Contest 
here  tonight  before  a  capacity  crowd 
of  22,234.  The  colorful  spectacle, 
bringing  a  combined  European  team 
to  this  country,  was  sponsored  by  the 
Chicago  Tribune,  under  the  direction 
of  Arch  Ward,  sports  editor. 

MAINE  DAILY  SUSPENDS 

The  Portland  (Me.)  Daily  News, 
evening  paper  established  10  years 
^0,  discontinued  publication  May  18. 
Publisher  James  E.  MaePherson  gave 
uo  reason  for  the  action. 


CLASSIFIED 

ADVERTISING 


RATES 


SITUATIONS  (Cash  with  Order) 

I  Time  —  .50  per  line 

3  Times  —  .40  per  line 

ALL  OTHER  CLASSIFICATIONS 
(Cash  with  Order) 

I  Time  —  .85  per  line 

4  Times  —  .70  per  line 

Count  six  words  to  the  line  when  sending 
cash  with  order.  Box  number  or  your  own 
address  to  be  counted  as  three  words. 
Ads  charged  to  established  accounts  will 
be  billed  for  the  counted  number  of  lines. 

FORMS  CLOSE  THURS.  NOON 

Minimum  space,  three  lines.  The  Editor 
&  Publisher  reserves  the  right  to  classify 
edit  or  reject  any  copy. 


Service  at  no  Extra  Cast 


Every  Editor  &  Publlsber  reader  has  the 
privilege  of  askinx  any  question,  at  any¬ 
time,  on  any  subject  connected  with 
newspapers  or  advertiginx.  Our  refer¬ 
ence  files  x,o  back  for  years,  and  we  are 
well  orxanized  to  x've  quick,  cheerful 
and  intellixcnt  infonnation  service.  And, 
too,  advertisinx  men  and  newspaper 
executives  are  cordially  invited  to  make 
Editor  A  Publisher's  office,  in  the  heart 
of  New  York,  their  business  headquar¬ 
ters  when  visiting  the  Metropolis. 

EDITOR  A  PUBLISHER 
Suite  1700  Times  Bldx.  New  York  City 
BRyant  9-8052 


Public  Naticu 


Wanted:  A  copy  of  the  August  10th,  1935 
issue  of  EDITOR  A  PUBLLSHER.  Will 
pay  $1.00  for  it.  Please  mail  flat  under 
first-class  postage  to  Mr.  John  Johnson, 
1708  Times  Building,  42nd  Street  and 
Broadway,  New  York  City,  and  remit¬ 
tance  will  be  made  at  once. 


Nawtpopar  Irokara 


Capable  handling,  buying,  selling,  mergers. 
No  leases  or  trades.  Highest  references. 
Len  Feighner  Agency.  Nashville,  Mich. 


NEWSPAPER  PROPERTIES 
Bought,  sold,  merged,  appraised. 
NEWSPAPER  APPRAISAL  OORP’N. 
Times  Bldg.,  Times  Square,  New  York 


Nawspapars  For  Sal* 


County  seat  weekly,  exclusive,  in  Tennes- 
.see  section  benefiting  from  T.V.A.  project. 
Making  owner  about  $4,000  annually.  Has 
two  businesses  and  health  necessitates 
sale  of  newspaper.  Price  $6,800,  $2,500 
cash,  balance  $50  per  month. 

New  Jersey  weekly,  exclusive,  accessible 
New  York,  grossing  about  $14,000.  Ab¬ 
sentee  owner  will  take  partner  capable  of 
full  charge.  Only  $1,000  cash  required. 

Newspaper  Appraisal  Corporation 
Times  Bldg.,  Times  ^uare.  New  York 

New  York  weekly,  exclusive  fiefd,  community 
of  1,500.  Annual  receipts  approximately 
$5,000.  Fine  proposition.  $4,000,  only 
$500  down  to  right  man  for  immediate 
sale.  Easy  terms.  Box  3880.  Editor  & 
Publisher. 

Suspended  N.  Y.  weekly  for  lease  or  sale 
at  sacrifice.  Small  cash  required.  Un¬ 
usual  opportunity.  Box  38.54,  Editor  A 
Publisher. 

Two  weeklies  for  sale  or  rent.  (Une  Ital¬ 
ian);  plant;  2  linotypes.  Goss  comet 
press,  equipment.  .$12,000.  Marzulli, 
125  Mulberry  St.,  Newark,  N.  J. 

An  advertiser  seeking  to  acquire  a  paper 
wrote  us  recently:  “Please  discontinue 
my  ad  under  the  Newspapers  For  Sale' 
classification  now  running  in  Editor  & 
Publisher.  I  have  so  many  leads  now  that 
any  further  response  would  only  confuse 
the  issue.' '  The  old  adage  is,  “Every¬ 
thing  can  be  had  for  a  price."  Do  you 
want  to  buy  or  obtain  an  interest  in  a 
paper!  An  Editor  A  Publisher  Want-Ad 
can  do  it  for  you — in  confidence,  of 
course. 


Nawspapars  Wantad 


By  a  seasoned  newspaper  publisher. 
15.0U0  to  50.000  population  bracket: 
east  central,  middle  west,  southwest  or 
Pacific  coast.  Will  keep  information 
100%  confidential  with  no  possible  em¬ 
barrassment  to  present  owner.  Have 
adequate  cash.  Box  3834,  Editor  A 
Publisher. 


Circulation  Promotion 


More  money  for  newspapers  and  magazines 
from  mail  subscriptions.  Certified  Circu¬ 
lation  Co.,  P.  O.  Box  1974,  Knoxville, 
Tenn. 


For  good  newspapers  this  27-year  old  insti¬ 
tution  continues  to  add  sound,  substan¬ 
tial  circulation  on  a  self-financing  plan. 
THE  CHARLES  PARTLOWE  CO.,  Occi¬ 
dental  Bldg.,  Indianapolis. 


Halp  Wontad 


Advertising  Man  wanted  on  exclusive  daily 
in  city  of  10,000  who  can  develop  local 
field.  One  with  experience  in  using 

budget  plan  of  advertising  preferred. 
Only  men  who  can  give  first  rate  refer¬ 
ences  as  to  past  performance  need  an¬ 
swer.  And  don't  answer  unless  you 

can  sell  local  advertisers  on  using  their 
full  percentage  of  gross  income  for  dis¬ 
play  budget.  Box  3865,  Editor  A:  Pub¬ 
lisher. 


Circulation  Man  wanted  by  daily  in  city 
of  10,000,  who  knows  how  to  build  home 
delivery  in  near-by  cities  and  villages. 
We  have  present  circulation  of  some 
5.000,  mostly  mail,  in  some  half-dozen 
towns  having  total  homes  of  more  than 
2,000.  Man  who  will  start  on  modest 
drawing  account  and  build  this  up  can 
develop  permanent  and  well  paying 
position.  Write,  giving  full  details  and 
references.  Box  3855,  Editor  A  Pub¬ 
lisher. 

Pressroom  Foreman  small  shop.  Union, 
exceptionally  attractive  .Southern  city. 
State  age,  experience.  Application  kejit 
confidential  until  you  give  green  light 
to  write  to  references.  Box  3860,  Edi¬ 
tor  A  Publisher. 


Sitaatiaaz  Waafad 
Advartiziag 


Available — Business  or  Advertising  Man¬ 
ager  desires  new  connection  of  own 
volition.  Has  record  of  increasing  Ad¬ 
vertising  linage  300%  in  ten  years. 
Good  organizer.  A-1  references;  Ohio 
or  Indians  preferable;  interview  de¬ 
sired.  Box  3852,  Editor  &  Publisher. 


Classified  Advertising  Manager: — 11  years' 
experience  on  newspapers  with  40,000  to 
300,000  circulations.  Unemployed  now 
through  own  choice.  Wants  salary  and 
bonus  or  commission  arrangement.  Pre¬ 
vious  record,  references  furnished  on 
request.  Box  3858,  Editor  A  Publisher. 


Classified  Advertising  Manager  available 
immediately.  Successful  record  in 
competitive  fields.  Have  shown  consist¬ 
ent  gains  on  2nd  paper;  thorough 
knowledge  of  classified  promotion;  good 
organizer.  Excellent  references;  will 
go  anywhere.  Box  3842,  Editor  A  Pub 
lisher. 


Classified  Manager: — Sixteen  years'  ex¬ 
perience  on  Metropolitan  newspapers. 
Proven  record  as  linage  builder.  Sound 
knowledge  of  sales  promotion  and  how 
to  merchandise  classified.  College  gradu¬ 
ate,  single.  Willing  to  go  anywhere. 
Salary  secondary  to  opportuni^.  Ref¬ 
erences  furnished.  Box  3840,  Editor  A 
Publisher. 


CircnlatioD 


Circulation  Manager  -20  years'  experienci-. 
Now  employed  on  eastern  paper  desires 
connection  on  western  paper.  Experi 
enced  in  all  phases  of  carrier  promotion 
and  home  delivery.  Can  prove  my  ability 
to  any  progressive  publisher  wanting 
increased  circulation.  Details  and  refer¬ 
ences  furnished  upon  request.  All  re¬ 
plies  confidential.  Box  3866,  Editor  A- 
I’ublisher. 


Circulation  Manager — Several  years  experi¬ 
ence  covering  all  phases  of  work.  Effi¬ 
cient  and  reliable.  Hard  worker.  Qoed 
record.  Excellent  references.  Will  go  any 
where.  Box  3819.  Editor  A  Publisher. 


Circulation  Manager  with  experience  and 
ability  to  handle  real  job  wants  oppor 
tunity.  Box  3878.  Kditor  A  Publisher. 


Circulation — Street  Circulator,  St  a  IT.  Koad 
Man.  13  years'  experience.  Age  27. 
Single.  Good  record  and  references. 
Honest  and  reliable.  Will  go  anywhere 
Know  all  phases  of  circulation  work. 
Box  3828,  Editor  A  Publisher. 


Young  Man.  age  26,  now  employed  circula¬ 
tion  district  manager.  Excellent  refer 
ences:  all  phases  carrier  promotion  De- 
>ire  change.  East  No  floater.  Box  3877 
Eli i lor  A  Publisher. 


Commercial 


Attention  Employers;  For  able  young 
women  trained  in  shorthand  and  type¬ 
writing,  handlirq  and  forwarding  of  MSB 
and  proofs,  elements  of  book  and  maga¬ 
zine  layout  and  publicity,  address  School 
of  English,  Simmons  College,  Boston, 
All  have  bad  practice  in  an  office  and  a 
four  year  liberal  arts  course.  Robert 
•M.  Gay,  Director. 


Situations  Wantad 

Editorial 


A  Texas-born  reporter-deskman,  29,  em¬ 
ployed  in  Detroit,  wants  job  South, 
Southwest;  1‘2  years'  experience,  mar- 
ried.  Box  3864,  Editor  A  Publisher. 

Just  closed  two  years  editor  daily  small 
city.  Seeking  new  connection.  Will  in¬ 
vest  in  right  place.- -Chas.  D.  Brown, 
7U1  Central.  Kansas  City,  Missouri. 

Managing  Editor  Now  employed  on  lead¬ 
ing  paper  in  city  over  200,000.  Been 
with  same  paper  over  twenty  years. 
Familiar  with  radio  and  wire-photo. 
Taught  journalism.  Box  3862,  Editor 
A  I’ublisher. 

News  executive,  40,  with  unblemished  rec¬ 
ord  for  17  years  wants  job  on  daily  in 
city  under  50,000  where  be  and  family 
can  be  part  of  community  life.  Salary 
dependent  upon  location.  Will  go  any¬ 
where  for  interview  on  desirable  con¬ 
nection.  Box  3835,  Editor  &  Publisher. 


Reporter-Photographer  seeks  connection  on 
medium  sized  daily.  Six  years  metro 
politan  experience.  Have  own  photog 
raphy  equipment.  Available  on  notice. 
Best  ref.  Degree.  Box  3802.  Editor  A 
Publisher. 


General  &  Administrative 


Publisher  increased  his  salary  from  $5,000 
to  .$20,000  per  year  under  my  luauage- 
ineiit,  in  addition  to  large  increase  in  net 
profits.  Assured  me  at  start  he  was 
getting  ALL  of  the  business  in  his  field 
and  all  he  expected  was  to  retain  it. 
Another.  $12,000  to  over  $50,000  as 
result  of  increased  volume  and  merger. 
There  may  be  surprising  unrealized 
profits  in  your  field.  Do  you  want  me 
to  discover  them  for  you  !  Let's  talk 
it  over.  No  obligation.  Any  number 
of  satisfactory  references.  Address  Box 
387.5.  Editor  A  Publisher. 


AUDITOR 
ACCOUNTANT 
OFFICE  MANAGER 

•An  energetic  American.  48,  desires  full 
time  connection.  Thoroughly  experienced 
in  accounting.  Federal,  State  and  Social 
Security  taxes,  credits  and  general  busi 
ness  administration  through  years  of 
private  and  professional  practice,  par¬ 
ticularly  in  the  business  paper  publish¬ 
ing  and  advertising  fields.  References 
-Al  and  a  record  demonstrating  ability,  ca¬ 
pacity  and  integrity.  Location  imma- 
terial.  Box  3795.  Editor  A  Publisher. _ 

To  newspaper  publishers  of  Southern  or 
Eastern  dailies.  Opportunity  to  make 
permanent  arrangement  with  manager 
with  unusual  all  around  experience  and 
record  for  money  making  operation.  Can 
refer  to  well  known  publishers  and 
others  us  to  character,  experience  and 
record.  Box  3870,  Editor  &  Publisher. 


Meckamcol 


A  stereotyper,  efficient  and  hard  worker 
that  will  meet  your  every  requirement. 
Wages  secondary.  Contact  classified 
department.  Editor  A  Publisher. 


Combination  Stereotyper-Pressman.  Tubular, 
Unitubular,  semi-cylindrical.  Newspaper 
or  circulars.  Color  work.  Anywhere,  lur¬ 
ried.  Best  References.  Box  3850,  Editor  A 
Publisher. 

Experienced  Newspaper  Photo-Engraver,  5 
years'  complete  process  in  small  plants. 
Go  anywhere.  References.  Box  3874, 
Editor  A  Publisher. 


Promo  tioa 


Promotion  Manager:  Fifteen  years'  news¬ 
paper  and  syndicate  experience.  Well- 
versed  in  all  phases  of  newspaper  pro 
motion.  Possesses  original  ideas  for 
advertising  and  circulation  campaigns. 
Seeks  opportunity  as  manager  or  assist¬ 
ant.  College  graduate,  single:  willing 
to  locate  anywhere.  Box  3838,  Editor 
A  Publisher. 


Photo-Engraving  Equipmant  Far  Sala 


Photo-engraving  Equipment  and  Metals 
E.  T.  SULLEBAKGER  CO. 

116  John  St.  .538  S.  Clark  St. 

.New  York.  N.  Y.  Chicago,  III. 


rAPAIILE;  MKA' 
AMI  WIIMKX 

are  available  for  positions  'with 
newspapers,  magazines  and  in 
allied  fields. 

For  competent,  trained  as¬ 
sistance  —  consult  the  “Situa¬ 
tions  Wanted”  ads  on  this 
page  today. 
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SHOP  TALK  AT  THIRTY 


enterprise  don’t  relish  disastrous  ex- 


By  ARTHUR  ROBB 


Lih*  Chatting 
With  Friends 


STUFFY  WALTERS  tells  up  at  the 
head  end  of  this  issue  how  his  re¬ 
porters  write  their  pieces  pretty  much 
as  they  would  tell 

News  Written  a  friend. 

It  s  good,  but  It  takes 
a  steadier  right  hand 
and  a  sharper  eye 
than  batting  out  a 
yarn  with  all  the  round-edged  cliches 
that  make  what  the  English  teachers 
used  to  call,  unkindly,  “journalese.” 

There  is  nothing  “journalese”  in  re¬ 
cent  issues  of  Mr.  Walters’  Minneapolis 
Star.  If  every  piece  doesn’t  give  you 
the  idea  that  you're  getting  the  story 
from  a  pal  on  the  corner,  you  do  get 
a  sense  of  ease  in  looking  through  the 
paper.  There’s  a  surprise  on  every 
page,  and  every  page  looks  as  if  it 
had  received  the  individual  attention 
of  somebody  who  was  interested  in 
having  it  read — a  situation  that  pre¬ 
vails  on  a  limited  number  of  news¬ 
papers. 

Any  newspaperman  who  looks  over 
half  a  dozen  issues  will  not  doubt  Mr. 
Walters'  statement  that  the  managing 
editor  sits  on  the  city  desk  and  the 
editor  on  the  copy  desk.  The  sheet 
reflects  work,  interest,  and  enthusiasm 
by  everyone  concerned  in  its  produc¬ 
tion — not  a  gang  putting  in  an  eight- 
hour  day,  computing  overtime,  and 
nursing  a  grudge  against  the  bosses. 
Give  us  more  of  that,  and  neither 
newspapers  nor  newspapermen  will 
be  faced  by  their  present  economic 
problems.  And  that’s  a  two-way 
proposition,  emphatically. 


ties.  The  latter,  he  said,  was  used  as 
a  lead  in  the  press  association  dis¬ 
patches. 

News  judgment  is  something  we 
won't  argue.  We  merely  point  out 
that,  to  our  reporter  at  the  dinner, 
Mr.  Ford’s  30-word  speech  was  the 
high  spot.  Mr.  Dewey’s  address,  which 
accounted  for  three-quarters  of  our 
story,  was  about  cut  in  half,  but 
nothing  essential  was  omitted,  and  his 
"warning”  to  publishers  appears  in 
the  first  column  of  our  report,  and  is 
amplified  further  down. 

We  printed  the  facts,  highlighted  as 
our  staff  saw  the  highlights,  and  if 
our  readers  find  them  misrepresenta- 
tive  of  the  best  thought  in  the  indus¬ 
try,  over  “Rightish,”  or  whatever,  we 
have  no  current  concern  in  that.  We 
told  what  happened,  and  what  was 
said,  to  the  best  of  our  combined 
abilities  as  reporters,  and  with  a  strong 
concept  of  our  function  as  the  only 
source  from  which  future  readers  can 
get  a  straight,  unbiassed,  uncolored, 
and  complete  report  of  the  1938  gath¬ 
erings  of  newspaper  leaders.  We 
could  do  no  other. 


Genuine 
''Rightists" 
Might  Dissent 


And  a  Friend 
Chides  Us  for 
Our  "Rightism" 


A  COUPLE  of  working  newspapermen 
sat  down  to  their  own  mills  this 
week  to  give  Shop  Talk  a  gentle 
lacing.  Both  are 
old  friends.  Neither, 
so  far  as  we  know, 
belongs  to  the  radical 
boss-hating  element 
of  the  guild;  both  are 
probably  sympathetic  with  Mr.  Roose¬ 
velt’s  program.  One  makes  the  charge 
that  this  page,  and  E.  &  P.  as  a  whole, 
is  slanting  too  far  to  the  “Right.”  His 
letter  seems  to  be  based  on  a  general 
impression  from  reading  the  issue  of 
April  30,  which,  to  be  sure,  was  packed 
from  stem  to  sternpost  with  news  and 
comment  reflecting  the  employer’s 
viewpoint.  The  function  of  that  issue 
is  to  report  the  meetings  of  the  ANPA 
and  the  AP  in  New  York,  and  of  the 
ASNE  in  Washington.  Hundreds  of 
thousands  of  words  have  to  be  han¬ 
dled  in  three  days  and  nights  to  make 
that  issue  available  for  the  Thursday 
morning  ANPA  session.  About  1,000 
copies  of  that  early  edition  are  run, 
and  unless  some  foresighted  member 
of  the  staff  hides  a  couple,  there  are 
none  to  be  had  by  10;  30  a.m.,  nor 
thereafter. 

Then  approximately  32  pages  are 
made  over  for  the  regular  run,  which 
goes  to  press,  as  usual,  on  Thursday 
night.  That  edition  includes  a  report 
of  the  Bureau  of  Advertising  dinner, 
the  high  .social  spot  of  the  week,  and 
often  one  of  the  most  newsworthy. 
It  usually  ends  about  11:00  p.m.,  or 
one  hour  before  the  absolute  deadline, 
and  there  are  usually  no  advance  cop¬ 
ies  of  the  speeches. 

Our  friend's  specific  gripe  is  that  we 
played  up  Henry  Ford  and  sunk  low 
down  in  the  story  District  Attorney 
Dewey's  warning  that  newspaper  pub¬ 
lishers  have  a  definite  responsibility 
for  the  moral  tone  of  their  communi- 


AS  TO  THE  general  charge  that  we 
are  ultra  “Rightist,”  we  are  tempted 
to  laugh.  Most  of  our  mail  recently 
has  pointed  in  the 
opposite  direction. 
There  is  a  letter,  for 
instance,  from  a  Very 
High  Personage, 
commending  us  for 
our  courage  in  editorially  criticising 
certain  new.spaper  tactics  in  defeating 
the  reorganization  bill.  There  is  an¬ 
other  letter  from  an  editor  of  a  Mid- 
Western  newspaper  giving  us  un¬ 
mitigated  hell  for  the  same  editorial. 
There  are  several  letters  from  people 
who  have  lost  jobs  in  newspaper 
shake-ups,  implying  that  our  normal 
.'sympathies  would  lead  us  to  effective 
intercession  in  their  behalf.  Numer¬ 
ous  friends  well  to  the  Left  of  Centre 
indicate  that  they  consider  the  course 
followed  by  E.  &  P.  as  a  middle-of-the- 
road  route,  with  no  leaning  toward 
extremism  either  way.  The  Guild 
Reporter,  of  course,  considers  us  a 
"lobby  in  print”  for  the  publishers. 

If  our  friend’s  resentment  is  based 
upon  our  opposition  to  present  policies 
of  the  guild,  we  see  little  likelihood 
of  a  change.  When,  and  if,  the  guild 
is  moved  by  concern  for  the  real  in¬ 
terests  of  its  members,  as  working 
newspaper  poople  and  not  as  units  in 
a  labor-political  group,  it  will  find 
cooperation  and  not  resistance  from 
Editor  &  Publisher,  and,  we  believe, 
from  the  majority  of  publishers. 


nomics  of  scarcity  to  the  condition  of 
potential  plenty  that  has  evolved  since 
1896.  The  best  parallel  I  can  think  of 
is  with  water  and  steam.  They  have 
some  common  properties,  but  a  good 
many  vital  differences,  and  trying  to 
run  a  water  wheel  with  steam,  while 
sticking  to  water  wheel  experience  is 
likely  either  to  raise  hell  or  cause  a 
stoppage  of  the  machinery.  And  the 
old  mill  tender,  if  he  sticks  around 
and  clings  to  his  water  pewer  formula, 
is  about  the  most  dangerous  individual 
to  entrust  with  the  new  steam  plant. 

"Ergo,  the  dumbest  social  engineers 
are  the  ones  who  have  the  most  faith 
in  ‘sound  economics,’  and  who  are  so 
sure  they  know  and  are  sure  of  so 
much  that  probably  isn’t  so,  and  so 
much  more  that  will  have  to  be  tested 
before  it  is  safe  to  use.  The  pjoorest 
advice  I  can  think  of  in  these  days  is 
T  know  no  better  light  than  expieri- 
ence.’  Cocksure  expierience,  right 
now,  is  a  good  light  for  snipie-hunters. 

I  am  op>en-minded  and  ready  to  learn 
from  current  expierience. 

"I  do  not  think  nearly  all  the  New 
Deal  is  going  to  prove  workable,  but 
I  am  pretty  sure  that  the  Old  Deal  • 
will  not  continue  to  work  in  anything 
like  its  old  form.  I  am  not  at  all  con¬ 
fident  that  business  and  industry  can 
make — are  capable  of — the  changes 
that  will  be  required,  but  I  am  pretty 
sure  that  unless  they  are  ready  to  go 
along  and  expieriment,  we  are  headed 
for  a  serious  smash.  This  crisis  is  not 
confined  to  the  United  States.  It  is 
world  wide.  I  think  that  all  the  talk 
about  Roosevelt  being  a  dictator  after 
he  has  been  slappied  down  on  four  or 
five  major  issues  is  just  too  silly  for 
discussion. 

“At  such  a  time,  I  think  it  is  a  great 
pity  that  newspapers  are — with  few 
exceptions — not  merely  putting  on  the 
brakes,  but  shifting  into  reverse.  If 
it  isn’t  a  case  of  ‘B.O.  MUST,’  then 
there  is  a  critical  supply  of  ‘orthodox’ 
economists  in  editorial  offices,  gentle¬ 
men  who  are  sure  of  a  lot  of  rules  that 
need  careful  and  candid  testing,  opien- 
minded  appraisal  (which  they  aren’t 
getting)  to  find  out  whether  they  are 
still  reliable  or  have  been  superseded. 
It  is  pitiful  to  see  practically  every 
editorial  office  swing  right  into  line 
with  the  lead  put  forward  by  the 
Chamber  of  Commerce,  the  National 
As.sociation  of  Manufacturers,  etc.  I 
think  those  pieople  are  just  as  good 
guides  now  as  they  were  in  the  Cool- 
idge-Hoover  era — and  not  a  bit  bet¬ 
ter.” 


Water  Wheel 
Skipper  Runs 
Steam  Plant 


THE  OTHER  letter  turns  its  wrath 
upon  publishers  in  general,  and, 
specifically,  some  of  those  just  men¬ 
tioned  by  Senator 
Sherman  Minton  — 
even  though  our  cor¬ 
respondent  makes  a 
point  of  referring  to 
Mr.  Minton's  shout¬ 
ing  as  “flatulence.”  We  have  known 
this  man  some  25  years,  as  a  college 
student,  reporter,  desk  man,  and  edi¬ 
torial  writer.  He’s  a  pretty  sound  citi¬ 
zen,  and  we  think  his  ideas  are  worth 
considering  by  all  ranks  of  the  news¬ 
paper  circle.  He  says,  in  part: 

“My  guess  is  that  the  main  trouble 
with  economics  today  is  that  the  prac¬ 
titioners — industrial  and  theoretical- 
are  trying  to  fit  the  ‘laws’  of  the  eco- 


We  Don't  Like 
the  Risk 
of  Failure 


THERE'S  A  LOT  of  sense  in  that. 

As  this  column  implied  last  week, 
one  of  the  major  defects  of  our  cosmos 
is  that  we  haven’t  the 
basic  facts  on  gov- 
e  r  n  m  e  n  t,  industry, 
their  relationship, 
and  the  conditions 
under  which  many 
millions  of  our  citizens  are  living,  to 
arrive  at  conclusions  that  are  worth 
much  thought.  Most  of  our  political 
economy  dates  from  Adam  Smith,  and 
is  accepted  by  the  majority  of  pro¬ 
fessors  and  editors  as  bearing  authority 
like  that  of  the  Twelve  Tables  at  Sinai. 
Even  those  who  disagree  with  it  do  .so 
pretty  much  in  terms  of  Smith’s  defi¬ 
nition.  Some  of  the  New  Deal’s  de¬ 
partures  along  lines  opposite  to  those 
laid  down  by  Smith  have  been  disas¬ 
trous,  and  people  with  their  life’s  for¬ 
tune  or  fruitful  years  tied  up  in  an 


periments. 

Newspaper  editors  and  editorial 
writers,  as  a  rule,  are  mature  men. 
They  grew  up  in  an  era  when  failure 
in  business  or  government  could  be 
plausibly  traced  to  any  number  of 
recognizable  reasons.  Success  seemed 
achievable  more  by  avoidance  of  fail¬ 
ure  than  by  any  positive  rules  of  its 
own.  That  is  the  economic  back¬ 
ground  of  the  majority  of  newspaper 
men  in  posts  of  command,  and  when 
they  see  the  New  Deal  venturing  down 
paths  that  in  the  past  have  led  no¬ 
where  except  to  disaster,  and  when 
they  see  the  New  Deal  confronting 
failure  at  the  end  of  several  of  its 
roads,  it  is  at  least  understandable 
that  their  business  acumen  demands 
an  end  to  experiment. 

But,  of  course,  that  isn’t  the  answer. 
Some  of  the  New  Deal  experiments 
have  failed,  and,  in  collapsing,  have 
hurt  the  delicate  structure  of  con¬ 
fidence  upon  which  commerce  partly 
1  ests.  The  problems  they  attacked  re¬ 
main.  Conservative  economics  have 
offered  no  remedy  except  the  dreadful 
one  of  letting  events  run  their 
course.  A  century  ago,  that 
worked  out  to  the  tune  of  starvation 
in  Europe,  emigration  to  America,  and 
the  revivification  of  business  by  the 
development  of  the  Western  wilder¬ 
ness.  We  spent  our  capital  then.  To¬ 
day,  with  no  loose  capital  to  draw  on, 
we  have  to  use  brains,  and  even  in 
editorial  rooms,  they  are  not  the  com¬ 
monest  commodity. 

Trouble  is,  perhaps,  that  a  lot  of  us 
have  our  politics  and  our  economics 
mixed  up.  Mr.  Roosevelt  has  failed 
to  solve  what  everybody  else  has 
failed  to  solve,  and  being  at  the  top, 
he  is  the  mark  for  the  arrows.  We 
have  hammered  the  Administration 
for  failing  to  produce  a  permanent 
prosperity,  blaming  its  failure  on  its 
domestic  policies  principally.  We  have 
generally  overlooked  the  statistics 
which  show  that  most  of  our  “pros¬ 
perity”  rests  upon  export  of  our  sur¬ 
plus  crops  and  manufactures — despite 
the  fact  that  we  have  nearly  130,000,- 
000  people  with  unsatisfied  wants.  And 
we  overlook  the  fact  that  so  long  as 
the  world  abroad  is  putting  its  sur¬ 
pluses — if  any — into  the  creation  of  y 
destruction,  there’s  not  likely  to  be 
prosperity  for  anyone  except  the  arms 
mongers.  The  task  of  regaining  world 
markets  is  long,  possibly  futile,  but  we 
haven’t  yet  come  around  to  the  point 
of  realizing  that  our  manufacturin| 
and  merchandising  structure  will  have 
to  be  radically  revised  to  create  profiti 
from  satisfaction  of  the  home  market 

It  can  be  done,  and  in  the  not  too 
remote  future,  if  we  could  forget  poli¬ 
tics  for  a  while  and  concentrate  on 
getting  people  off  relief  and  into  pro¬ 
duction  for  a  receptive  market.  That 
will  require  some  experiment  and 
some  sacrifice  on  the  part  of  stock¬ 
holders,  management,  and  workers. 

To  our  critical  friends  that  may 
sound  close  to  Fascism,  though  to  thii 
writer.  Fascism  is  not  the  divorcement 
of  business  from  politics,  but  the  com¬ 
plete  submergence  of  the  former.  We 
need  not  come  to  that. 


AND  TO  TOP  off  a  somewhat  bittcH 
cocktail,  we  add  this  sweetener,  re-J 
ceived  as  the  last  line  was  written.  Bj 
is  from  the  adverting 
ing  manager  of  • 
noted  newspaper,  ani 
goes;  “I  have  ji# 
read  your  Shop  Taw^ 
at  Thirty  in  the  isst4, 
of  May  14.  I  cannot  resist  the  urge  I* 
congratulate  you  on  the  ideas  it  ei^ 
presses.  You  have  outlined  the  p^ 
which,  in  my  opinion,  the  successf* 
newspaper  of  the  future  must  follow- 
Maybe  he’s  a  “Rightist,”  too. 


"All's  Well 
That 

Ends  Well" 


